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“AutomatiCook” 


Srnec more gas ranges . . . this year, 
or any year... is an easy objective, if you 
make sure that the ranges you order are 


Robertshaw equipped. 


No other range feature is as eagerly looked 
for by American housewives. Consistent 
national advertising has made Robertshaw 
automatic oven control: the vital consider- 
ation in getting a woman really interested 


in having a new range. 


When you order your ranges, remember 
that most leading ranges are now made 
with the Robertshaw. And the Robertshaw, 
more than ever this year, will be your most 
powerful helper in getting new range busi- 
ness. Be sure you know about it... write 


for the complete Robertshaw story today. 





ROBERTSHAW THERMOSTAT CO. 


YOUNGWOOD e PENNA. 








Say Vara . 
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Broad heating surfaces for elec- 
A {| tric ranges, gas, coal or wood. 
Beautiful shapes finished in Ivory 


V 
yy with Green trimmings, gas weld- 
>y ed. Conceived and built from a 
> housewife's idea. They want it, 
they buy it, you sell it. 
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ORDER THIS TRIAL 


VAL’ 
PACKAGE 
‘A 


2 Qt. Percolator 6 doz. 

(Ne 6 Qt. Covered Kettle or Pot 43 doz. 
Lai > 144 Qt. Double Boiler 46 doz. 
s— 4 Qt. Covered Sauce Pan 3 doz. 


333 Ot. Seamless Tea Kettle 44 doz. 
~  9-Pe. 1 & 2 Qt. Sauce Pans 4 doz. 


“I | SPECIAL PRICE 
=m > 3 DOZ. $24.00 


Ox 
eS WEIGHT 110 Ibs. 
ASK YOUR JOBBER 
VLUE 
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of Standardized Mechanical Rubber Goods 


The Boston Line of Garden Hose 
A Standard Brand for Every Need 








Good Luck Hose Washers sell for 
10c. a package, showing you a 
splendid profit. Two gross (24 
cartons) in display container as 
shown. 
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Dy BOS The most imitated nozzle on 
the market. Never equalled in 
quality. Each nozzle packed 
in a separate carton. 12 car- 
tons in full color lithographed 
display package. The fastest 
selling nozzle in the world. 


SOS EE 
Ls erga 
BOSTON NOZZI 


A PERFECT SPRAY NOzztr C& 
BOSTON WOVEN HOSE & RUBBER ( 
a is , , BOSTON MASS USA 
SLELELE LLL LLL ‘ FY a 
D 
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Known everywhere by 
name and recognized as 
the standard friction tape 
of the country. Nation- 
ally advertised. In 1, 2, 
4 and 8 ounce rolls; in 
full color cartons all 
packed in handsome full 
color display containers. 





















BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for Fifty Years 


Works: Cambridge, Massachusetts Postal Address Box 5077, Boston, Massachusetts 
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1900 SALES 


Picking the winner is the secret of bigger sales and bigger 
profits. And that the 1900 line is a winner is proven byits record. 


1931 sales were better than 40% ahead of 1930. 


And 1930 was the biggest year in 1900 history up to that 
time. 1900 is going places and doing things. 
























1900 dealers are going places, too. They are selling more 
1900 washers and ironers right now than even at the height 
of flush times. And they are making full profits. 


For 1900 gives you maximum discount on minimum quanti- 
ties. You don’t have to buy a carload to earn full discount. It is 
1900 policy to work with you instead of trying to load you up. 


1900 quality satisfies your customers. At — price from 
the lowest to the highest— 1900 washers and ironers are 
masterpieces of precision workmanship and mechanical 


MAXIMUM 
Model 400’ DISCOUNTS 
$ 5 $95 Sesriem ce 
nism and the other 
Large size agitator ax Goes ant Save oo M § me ki M to M 


be lifted out of tub to stop the aek 





Full e led 22” di ter tub, 13 

inches deep. 2 % inch balloon roll wringer, a vA N Tit sd ES 
direct drive, all gears cut, automatic oil- . 

ing. Six pound capacity. 


The IMPERIAL 


With Auto- 
$99 50 matic Timer 
2% inch balloon 


roll wringer, eight pound capacity, 
direct drive, automatic timer and 
switch combined. Automatic oiling. 
Deep tub. Full skirted. Hydro-Actr 
principle of washing.Old Ivory and sage 
green finish. Extremely fine discounts. 
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rfection—backed by an organization noted for finest home 
aundering appliances since 1898. And the profits you make 
on 1900 are real profits, because the mechanical perfection 
of 1900 washers and ironers reduces service costs close to zero. 


We work shoulder to shoulder with you to help you 
make more sales and more money. You get the benefit of a 
tried and tested sales plan without cost. Fou get the benefit 
of a purchase plan that helps you finance sales. 


Ride a winner. 


Wire or write today and get the whole story. Find out how 
you can sell more washers and ironers and make bigger 
profits with the 1900 line. 


NINETEEN HUNDRED CORPORATION .- Binghamton, N. Y. 
BEATTY BROS. - FERGUS, ONTARIO, CANADA 








VY ‘109% 


e DE LUXE 


With Auto- 
matic Timer 
Indestructible copper 








mer 


INCREASED 40%, in 1931 





steel tub. Hydro-Actr washing principle. Auto- 


matic timer and switch combined .. . 


safety 


wringer. . eight pounds plus dry weight capacity. 


The IRONER 


599 50 


mounted onsteel formed legs. Quick heating chro- 
mium steel shoe. Knee, finger and pressing con- 
trols. Duoswitch control. Red bull’s eye indicator. 
Fullopen end. Automatic sealed oiling (lasts alife- 


Extra large shoe 26 inches by 
5%. 6” diameter roll mount- 
ed on roller bearings. One- 
piece channel steel base 


time). All working parts hardened and ground. 
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Photo Courtesy 
Worthington 
Pump and 
Machinery 
Corp. 





IiT’s THE STEEL! 


It’s Crestoloy, the remarkable new Crescent steel, that makes 
possible the greyhound lines of this super wrench. Narrow, 
pointed jaws require a minimum of clearance—they can be 
worked in close quarters where adjustable wrenches never 
could be used before. 


And lightness and trimness of design have been attained in 
this new wrench simultaneously with an increase in strength. 
Actually, Crestoloy Wrenches are more than twice as strong as 
the conventional pattern yet thirty per cent thinner and much 
lighter. Crestoloy jaws will not spring nor spread even under exces- 
sive strain. 

Crestoloy Wrenches give the hardware dealer a new tool of 
universal appeal. It has multiplied your wrench prospects—it 
means greater profits for the legitimate trade. Your jobber 

can supply you. Call him today. — ag tg 


CRESCENT TOOL COMPANY ACI8 - 8” — $1.25 
JAMESTOWN, N. Y. AC110 - 10” - $1.50 
Cable Address “CRESCENT” 


CRESTOLOY wna 


| DESIGNED, MADE AND GUARANTEED BY THE ORIGINATORS OF THE CRESCENT WRENCH 
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A NEW PERFECTION IN SAFETY 


IVER JOHNSON 


22 Super shot Retail Price 


SEALED ln 
EIGHT ‘’™ 



















SNAPPY 
SPORT MODEL 






COUNTERBORED CHAMBERS 
COUNT: . e 
 RACTOR = Special features make this a great seller. Has Counterbored Chambers and Extractor, 


Sa which seals the cartridges, making it safer and surer. The cylinder is of High Car- 
fd Hess bon Alloy Steel, heat treated, De-Flex Rib, Scored Trigger, Piano Wire Springs and 
many other outstanding points, including “Hammer the Hammer” safety. 


ALWAYS HITS THE MARK! 





Retail Prices 
6 Inch 
8 B-°° 
10 Inch 
s - 33 








Also the New 


I. J. TARGET 
SEALED 


BRAND 
NEW 
FEATURES 












Another Sealed 8 on heavy solid frame 
at a low price. Has Counterbored Chambers, 
De-Flex Sighting Plane, Scored Trigger and many other features. Both models have 
the Hi-Hold Grip and chambered for 8 shots for use of .22 Long Rifle Cartridges. 


Your Jobber Will Fill Your Order 


COUNTERBORED CHAMBERS 


Write us for full particulars, cuts and advertising matter covering our entire line of quick selling firearms. 


IVER JOHNSON’S ARMS & CYCLE WORKS, Fitchburg, Mass. 


NEW YORK CHICAGO SAN FRANCISCO MONTREAL 
151 Chambers Street 108 W. Lake Street 731 Market Street 511 Coristine Building 
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SEAMLESS - RUSTLESS 
ALWAYS BRIGHT 
BEST FOR BAKING 


“Use Aluminum for 
WHOLESOME Cooking 


A 
‘SURE-FIRE 
PROFIT 








VIKO 1932 





Again—VIiKO offers you 


—a merchandising proposition that clicks. Dealers everywhere 
tell us that last year’s VIKO package was a winner. They'll say 
the same about this 1932 Special Package. 


19ce—less than half price 


That’s the “magnet” that gets the business for you. This Special 
Package contains 36 VIKO Baking Pans to retail for 19c. Less 
than half price for full-size (111% x 7% in.) extra-weight pans! 
In addition, you get 38 BEST SELLERS of the standard 
VIKO line. . . . You need this Special Package—for quick, full- 
profit sales, and steady repeat business from customers “sold” 
on VIKO quality and economy. 


Order the VIKO 1932 Special Package from your jobber NOW. 


ALUMINUM Goops MANUFACTURING COMPANY 
Manitowoc, Wis. 














ALUMINUM, 


F R OM 





ORDER 





SPECIAL PACKAGE 


SEE WHAT $935... 
YOU GET FOR cee 


Quantity 


36 
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Attractive Advertising 
Materiat Included 





Description 
1114x7\% In. BAKING PANS 
1'4-Qt. Percolators 

2-Qt. Percolator 
5-Qt. Tea Kettle 
6',-Qt. Tea Kettle 
144-Qt. Double Boiler 
2-Qt. Double Boiler 
6-Qt. Convex Kettles 
8-Qt. Convex Kettle 
10-Qt. Convex Kettle 
1/4-Qt. Sauce Pans 
2-Qt. Sauce Pans 
3-Qt. Sauce Pans 
2-Qt. Convex Sauce Pans 
3-Qt. Convex Sauce Pans 
4-Qt. Convex Sauce Pans 
17'\4x10 In. Roaster 
10-In. Fry Pan 
1¥,-Qt. Colander 
10% In. Angel Cake Pan 
9x9 In. Dp. Sq. Cake Pan 
97, In. Layer Cake Pans 
6 Cup Muffin Pan 
934x5'/, In. Bread Pans 
10 In. Deep Pie Plates 
2-Qt. Pudding Pan 
3-Qt. Pudding Pan 
1334x10 In. Bk. & Rst. Pan 
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With — 
Quick Turn-Over Facilitated by 
Powerful New Selling Helps — 
Including This Attractive 


NEW ANIMATED 


DISPLAY 


Observe it pictured at the right. It's more than an electric sign. 
Its luminous beauty of green, red and white throws a brilliant glow 
every second or two, “Dressing Up" Your Entire Display. 


SELLS ° 


Taking up but little space and adaptable to both window and 


Items Too 


counter display, this new Electric Salesman is an excellent center of . 


attention for displays of all yard and garden material. It's a hard, 
willing, consistent worker—different from other fence advertise- 
ments; just as Continental "Green Bottom" is different from other 
fence. Ask your jobber or write us how it may be secured FREE. 


PEMCE and Other 


A Complete Line 
Including 







Ornamental designs—single and double 
picket, Flower Bed Border and trellis, 
also Chain Link design. Gates—walk or 
drive—in either style fabric—with scroll 
or plain tops. A real line of exceptional 
quality. 


» » Identified By a 
Definite Trademark 


. —the "Green Bottom’, No Other 


\ 
S 


. 
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Continental Steel Corporation 


Main Offices 


* Kokomo, Indiana 


Manufacturers of: Billets, Rods, Wire, Barb Wire, Nails; Farm, Poultry, Lawn and Chain-Link Fence; Gates; 
Black, Galvanized, Special Coated and Roofing Sheets 
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Advertising Our 


Advertisers 


The advertisers in HARDWARE AGE are not merely our advertisers but your 
advertisers as well. Patronize them to the full extent of your requirements, 
because— 


—They are worthy of your support. Being leaders in their fields, they 
feature in straight-forward, dependable advertising the merchandise 
and service that will profit you in the conduct of your business. 

—They can be whole-heartedly depended upon. 

—-They are concerns that are in business to stay. 

—They believe in the future security and success of the hardware trade. 


—They are eager for the continued prosperity of our country. 


—They are practicing what they preach—successful and profitable hard- 
ware merchandising. 


They deserve your support for their help in making possible the finest business 
paper published for the hardware field, the recognized authority of the trade 
for over seventy-five years— 
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Mention HARDWARE AGE when writing to your advertisers. 


HARDWARE AGE 


A U.B. P. Publication 
239 West 39th Street New York City 


A.B.C.—Charter Member—A.B.P. Inc. 
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Farmers will soon 
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Bethlehem Steel Fence Posts. These posts 
greatly simplify the erection of Cambria Fence 
and insure obtaining the full measure of service 
of which the fence is capable. Bethlehem Steel 
Fence Posts are made of high-carbon new billet 
steel, in both Self-Fastener and Punched types, 
and in Angle and Tee Sections. 


Studded Omega “U” Fence Posts. The “U”- 
shaped section runs through the entire length of 
this post, the two parallel sides providing double 
strength. The post is made of high-quality rail 
steel; the fence wires are locked securely to the 
post by seven wire clips. 








be thinking about 


FENCE 


Tue time of year when farmers 
plan repairs and improvements is just ahead. 
In a large majority of cases, work of this kind 
involves the purchase of field fence 


Cambria Fence has won extensive use because 
of the long life of good service that it gives. It 
is the ideal fence for the efficient modern farm. 
Farmers who have used it in the past almost al- 
ways select Cambria Fence when they need addi- 
tional fencing for improvements or repair work. 


Cambria Fence is a hinge-joint cut-stay stand- 
ard field fence, made in a large modern factory 
devoted solely to fence manufacture. Full-gage 
wire made from the grade of steel selected by 
Bethlehem metallurgists as most suitable for 
field fence, is used in its manufacture. The 
heavy zine coating, applied by a special process, 
does not crack, flake or peel; the Flexo Joint 
and Tension Curve give the fence resilience, 
strength, and flexibility. 


The spring buying season is just ahead. Meet 
it with a stock of Cambria Fence in a full range 
of styles and sizes! 





Self-Fastener Post Punched Post on Studded 
made in angle and made in angle and ”* Post with 
tee sections tee sections an clips 


Bethlehem manufactures a complete line of wire prod- 
ucts including Plain and Barbed Wire, Nails, Staples, Bale 
Ties and Spring Wire. These products can be shipped in 
mixed lots. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 


District Offices: New York, Boston, Philadelphia, Baltimore, Washington, 
Atlanta, Pittsburgh, Buffalo, Cleveland, Cincinnati, Detroit, Chicago, 
St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, 
Los Angeles, Portland, Seattle, Honolulu. 

Export Distributor: Bethlehem Steel Export Corporation, 25 Broadway, 
New York City. 


BETHLEHEM 
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There is a new market 





for this new hardware! 


No. 123 Full Surface No. 124 Half Surface 
Spring Hinge Spring Hinge 








HE introduction of new merchandise always 
creates an active interest because there is a new 
sales message to tell. 


These additions to the extensive 


National 


line of byilders’ hardware are faithful counterparts 
in quality and workmanship of the many fine prod- 
ucts that have preceded them. 


The satisfaction they will deliver in service will 
justly warrant their ready adoption and their con- 
tinuous popularity with the hardware trade. Your 
stock should include this new merchandise. 

No. 95 Rim Screen Door Latch and No: 96 Mortise Screen 


Door Latch are artistic in design and mechanically perfect 
in their action. The finishes are rust-resisting. 


No. 123 Full Surface Spring Hinge and No. 124 Half 
Surface Spring Hinge are made of heavy-gauge steel and 
can be furnished in any desired finish. 


No. 486 Ornamental Hinge, artistic in design, is made 
with an offset for use on rabbeted cupboard doors. 


Nos. 715 and 716 Friction Cabinet Door Sets enhance 
every job. They are artistic in design and finish. Sets 
are complete with screws. 


Get better acquainted with this exceptional 


hardware. Write today for full particulars. 


National Manufacturing Co. 
Sterling, Illinois 








National 


makes hardware to serve every building purpose—a 
complete line. The items below are all big sellers: 












































SLIDING DOOR HANGERS HALF SURFACE BUTTS 
SLIDING DOOR RAIL MORTISE BUTTS 
GARAGE HARDWARE ORNAMENTAL HINGES 
DOOR LATCHES CUPBOARD TURNS 
SCREEN HARDWARE SASH LOCKS 
STRAP AND TEE HINGES SASH LIFTS 
No. 715 Friction Cabinet Door Set 
12 HARDWARE AGE 








With the New Built-in Sprinklers 
YOU SELL IT FOR °*2°° EXTRA... 
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SPRINKI= 2 


MULTISPRAY is built right into 
the hose. Spray heads, about the size 
of tire valves and spaced approxi- 
mately 12 ft. apart, are held upright 
by metal supports that slip on or off 
instantly. Spray heads are closed by 
a few turns of the thumb screws. 


Goodrich Maxecon, the best-known garden hose, has 
been combined with the ingenious new Multispray to 


make a fast-selling, full-profit $7.50 item. 


AKE A LOOK at Multispray in its 
strikingly handsome display box. 
Read about Multispray in the descrip- 
tive caption underneath the photograph. 


If you have a garden, or a gardening 
neighbor, you'll agree that this is the 
best news yet for hose buyers. 

And equally good news for you! The 
first garden hose with built-in sprinklers, 
Multispray has a lot of sales appeal in its 
own right. And since it’s made from 


Goodrich Maxecon 


Goodrich Maxecon garden hose, it carries 
all the prestige, all the sales force, of this 
best-known hose brand. 

To get Multispray off to a flying start, 
take a tip from the picture above. Build 
a display of gardening supplies around the 
handsome Multispray package. Right be- 
side Multispray, put a roll or two of 
Goodrich Maxecon hose. 

They’ll work for each other, and both 
of them will work for you. The popular 
interest in the new Multispray will put 


new life in your regular hose sales at 
Goodrich Maxecon’s advertised price of 
$5.50. And at the same time will help you 
trade up. Many a man who comes in for 
plain hose can easily be switched to this 
new sprinkler type, a $7.50 item. 


Talk with your distributor. Ask him to 
show you how Multispray works. Get the 
facts on Goodrich Maxecon’s new adver- 
tised price that protects your profits. Or 
if you’d like, just send us the coupon. The 
B. F. Goodrich Rubber Company, (Est. 
1870), Akron, Ohio. 


GARDEN 
HOSE 





MAIL THIS COUPON 


Here’s help in planning your spring selling. Com- 
plete information about the Goodrich Multispray. 


Multispray. 


Name 


The B. F. Goodrich Rubber Company, Akron, Ohio 


Gentlemen: Please send me more information about the Goodrich 





Address 





City 








HAJ 
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GRIFFIN HINGES 








Size of Butt — 3 34 x 334 In. 


Ah lovely homes 


where details mean so much 


¢ GRIFFIN 


are found--because they com- 
bine sturdy, practical quality 


with precise uniformity and 


No. 220 


ANGES 





superior finish. 


(SRIFFIN 


ufacturing Company 


ERIE, PENNSYLVANIA 











Branch Offices:- 








NEW YORK: 45 Warren Sr. BOSTON: 113 PurcHase Sy, 
CHICAGO: 162 N. CiiINnTon Sr. SAN FRANCISCO: 703 Marker Sr. 
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14 Different Types of 
GRASS CATCHERS 


the latgest line made! 


6 ” 
OX~ 
TRADE MARK 


With the largest line of grass catchers to choose 
from, surely you can select two or three styles 
which fit exactly the needs of the customers in 


your locality. 






In the “Nox-All” line there are 14 different types 
of grass catchers. Catchers with handles—catch- 
ers without handles—catchers with square bottoms 
.—catchers with round bottoms—catchers of white 
duck—catchers of striped duck—catchers built to 
meet price competition. 
Start the year right! Get full information on the 
“Nox-All” line from your jobbers’ salesmen, or 
write us direct. 
Made Only by 


CANVAS PRODUCTS CO. 


1240 South 7th St., St. Louis, Mo. 


Pacific Coast Representative: E. C. Ward Co., 
452 Wilcox Bidg., Los Angeles, Cal. 


‘Distributed Exclusively Through Hardware Jobbers to the Trade 
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SELECTIVE CONTROL 
THAT IS POSITIVE 





UNIVERSAL DeLuxe Heating Pads 
are covered with eiderdown of pastel 
shade, either grey, pink, azure or lav- 
ender, with cord to match. Heat con- 
trol switch adjusts at fingers’ touch. 
Each packed in all metal box and 
equipped with new rubberized over- 
slip. The safest, most beautiful, most 
convenient of all heating pads. 


$7.50 


THE TRADE MARK KNOWN IN EVERY HOME 














UNIVERSAL DeLuxe Three-Heat Pads are the 
only heating pads equipped with four heat con- 
trolled thermostats (most three-heat pads have 
two), and a separate circuit for each tempera- 
ture. This feature, fully protected by patents, 
not only removes all possibility of overheating, 
but maintains the desired temperature, hour 
after hour, without the slightest variation. 


LOW MEDIUM | HIGH 
125° 160° 195° 


This pad, with positive 
control, and rubberized 
over-slip is being de- 
manded where safety 
must be absolute and un- 
questioned. 





Highly recommended for 
rheumatism, neuritis, 
arthritis, neuralgia and 
the common cold. 





February is a “heating 
pad month.” Not only 
are pads sold for medical 
purposes but hundreds 
are used as bed warmers. 





LANDERS, FRARY & CLARK 


NEW BRITAIN 


CONNECTICUT 
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INVENTORY 


Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 


We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 
has solved the problem for hundreds of hardware dealers. 


That remedy is the Hardware Age Easy Inventory Sheets. 
They simplify the whole problem. These convenient 
sheets are printed on both sides—200 pages—room for 
6,800 items. So simple—so easy to understand and use 
that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 
Sheets. “End your inventory trouble” by mailing your 
order and check right away to— 


HARDWARE AGE 


239 West 39th Street New York City 
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AMERICAN 


ITCHENKOO 

















You have some powerful influences in your 
favor when you are selling the 


American Kitchenkook: 


1. You are selling the fastest type of cooking equipment in the world— 
bar none. , 


2. You are selling a cook stove that is as cheap to operate as any that 
money can buy. 







3. You are selling a stove that is approved for safety by the highest 
authority in the land, the Underwriters’ Laboratories. 







4. You are selling a stove that gives satisfaction to its users. More than 
merely satisfied with the stove, KITCHENKOOK users are enthusiastic 
boosters for it. If you have sold many KITCHENKOOKS, you know this. 
If not, let us cite you to hundreds of unsolicited testimonial letters to 
prove it. 








5. You are selling a stove that is backed up by national advertising 
which covers the U. S. farm market like a blanket. KITCHENKOOKS 
are advertised with large space in a list of national farm and small town 
magazines whose combined circulation in almost every county is greater 
than the number of farm homes in that county. This means greater 
consumer acceptance, makes the KITCHENKOOK the easier stove to sell 
with quick turnover and high profit. 


AMERICAN GAS MACHINE CO., INC. 


i ALBERT LEA, MINN. ¥ 
BROOKLYN, N. Y. OAKLAND, CAL. #f 
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as closing the door) 





That’s why there is 
such BIG MONEY in|s 
handling KESTER! 


You can make a neat sum of 
money handling Kester Solder 
in your store! Here’s why: 


Kester is easy to use... anybody 
can be his own repair man. Al- 
most every person who steps 
through your door is now a log- 
ical solder prospect . .. for repeat 
sales, too! 


Kester carries its scientifically 
prepared flux inside itself. All the 
user needs to do is apply heat, 
then go to work. And many are 
buying Kester for home metal- 
craft work, too. 


People want Kester! Good, 
straight-from-the-shoulder ad- 
vertising has put Kester across to 
them in a big way. Here’s an item 
you can count on for steady 


profits. Stock up now on the full 
line .. . and keep it displayed! 
Write for interesting literature. 


Kester Solder Co., Inc. 1899. 
Main Office & Plant, 4205 W right- 

wood Avenue, Chicago. Eastern 
Plant, Newark, N. J. Canada— 
Kester Solder Co. of Canada, 

Ltd., Brantford, Ont. 





Here’s the 
Complete Kester Line 


Kester Acid-Core Solder—for general 
home repair use. 1, 5, or 201b. spools 
and Metal Mender Package. Kester 
Rosin-Core Solder—used principally 
for electrical and radio work. 1, 5 
or 20 lb. spools Radio Solder Pack- 
age, and 5 lb. boxes of 18 inch 
sticks. Also Kester Paste-Core Sol- 
der, Body Solder, Bar Solder and 
Solid-Wire Solder for home 
and industrial uses, 
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There Are Many 
Ways To Gain 
The Women’s Trade 


ND this trade is 

well worth hav- 
ing | Do you know 
that in some sections 
49% of the customers 
are women? How 
many of your custom- 
ers are women ? 


Items such as paint, 
varnish, lacquer, 
housefurnishings, 
kitchenware, electri- 
cal supplies, etc., all 
lend themselves to 
displays and sales. 
ideas that willattract 
women to your store. 


Read the articles that 
frequently appear in 
HARDWARE AGE 
telling how mer- 
chants everywhere 
are gaining this de- 
sirable trade. 


Hardware Age 


239 West 39th St. New York City 
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the1932 "Go-Getter’ 0f the family 


Pyrex 
Refrigerator 
Dish *593 


specially priced 
to lead to sales 
of the entire set 


HE Pyrex Ovenware 1932 

“Special” is here! Dealers every- 
where have been watching for it. 
Year after year they’ve made sound 
money on this annual offer. Now 
they’ll make even more on this 
year’s special — the No. 593 Pyrex 
Brand Refrigerator Dish. Here’s 
way... 

.. . No. 593 is a member of the well- 
known, well-liked set of 4 Pyrex Re- 
frigerator Dishes. Sold alone — at its 
special price — women can’t resist it. 
Featured with the rest of the “‘family”’ 
it’s an automatic step to sales of the 
entire set. 

This year’s Pyrex Ovenware Special is 
more than an ordinary “‘leader’’— it’s an 
active salesman of its own family. Sell it 
at the special price — it will sell the set. 


Unlimited offer for two months 


No red tape. No strings. Buy as many 
No. 593 Refrigerator Dishes as you wish. 
The offer is unlimited for two months — 
January and February. 





Here are the prices. Ordi- b 
narily retailing at $1.40, the 
No. 593 Pyrex Refrigerator © 
Dish has a 1932 special price to your cus- 
tomers of only 98¢. The special price to 
you is 71¢. (In Canada, retail price re- 
duced from $2.10 to $1.47 — special 
trade price $1.07). Plenty of margin. Sure 
profit. 


Free Sales Helps 


Handy display cards, eye-catching win- 
dow strips are packed with every order 
of No. 593 Pyrex Brand Refrigerator 
Dishes. Your jobber will supply you with 
folders for your customers, and complete 
advertisements or mats of advertise- 
ments to be used in your local advertis- 
ing. Ask him for them. 


The famous Pyrex Brand Refrigerator Dish Set 
consists of No. 592 (5” x 9” x 2”), No. 593 (5”x 9” 
x 3”), No. 662 (6” x 6” x 2”), No. 663 (6” x 6” x 3”). 
Large photo shows No. 593 — the Pyrex 1932 
“Special’’ ovenware offering. 


And remember — national advertising 
in the leading women’s magazines is fea- 
turing the 1932 Pyrex Ovenware Special. 
Prominent counter and window display 
of No. 593 Pyrex Refrigerator Dish and 
its family will tell your customers you 
are selling the ‘‘special’”’ they want. 
“PYREX”’ is the registered trade-mark of 
Corning Glass Works and indicates their 
brand of resistant glass. Prices are slightly 
higher in the West and Canada. 


PYREX OVENWARE 


CORNING GLASS WORKS ........ 
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“Built to withstand the 
Ravages of any Climate 
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In Florida, there stands a 
house exposed to the most 
ravaging element of nature— 
salt air—the purveyor of rust 
and destruction. And, believe it or 
not, for thirty-two years the wire 
screens of that house have stood 
against the best that the climate could 
offer. Those screens were made with 
Wickwire Cortland Bronze Screen 


Wire Cloth. 


For Durability— 3 
WICKWIRE Cortland Bronze — 


Mr. Dealer, your Screen Wire Cloth Department can only be a 
steady profit maker so long as you can sell quality at a fair price. 
Consider the fact that every satisfied customer is a boost; every 
complaint a detriment, for the buyer directly associates his pur- 
chase with you. Play safe, sell them Wickwire Cortland Screen 
Wire Cloths. 


Other Popular Cortland Wire Cloths 


CORTLAND GRAY-WICK Made from rust-resisting, copper- 
bearing steel, and further protected by dull finish, electro galvan- 
izing and a coating of white transparent varnish. 


CORTLAND BLACK To meet the demands for a durable wire 
cloth at a lower price. Uniformly woven and finished in a hard 
elastic enamel. 


CORTLAND PREMIER 50% heavier than the standard grade, 
made of rust-resisting copper-bearing steel and dull finish electro- 
galvanized. Now made in 14 mesh, 32 gauge wire. For severe ser- 
vice. 





The finest 
Wire Cloth 
obtainable. 


$ 
z 
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No end to 


Maydole 
Quality 










ends 


and punch 


MUSHROOMING head puts 
more cold chisels and 

punches out of use than any other feature. Maydole has im- 
proved both ends! The two ends are heat treated separately. 
Maydole Cold Chisels and Punches are better and last longer— 
they simply cannot mushroom. 
Just an extension of the methods that have made Maydole 
hammers the Supreme value for nearly a century. Just an indi- 
cation of the value that’s been put into the newer Maydole 
tools—Norwich Hammers (world’s best for 90 cents), May- 
dole Hatchets, Patented Stillson type Wrenches that beat all 
for strength, and ease of repair. No rivets! 
A special offer is now bringing buyers to Maydole dealers. 
Are you in touch? Are you profiting or letting those buyers 
drift to a more-ready competitor? A notice explaining the 
big deal has gone to our trade—no chains. If you didn’t see 
yours, better write at once for “Let’s Cut a Melon” —that 
tells all. 


If you want your slice, there’s not a day to lose. 





TOOL CORB... NORWICH, N.Y. 


to every cold chisel 


Maydole Hammer, 
Claw Type 


Ball Pein Type 


Maydole Hatchet, 
Shingling Type 


Maydole 
Non-Mushrooming. 


Cold Chisel 


Maydole Patented 
Stillson Type 
Wrench 


Maydole 
Non- Mushrooming 
Drift Punch 


Norwich Hammer, 





HAMMERS ¢ HATCHETS ® WRENCHES *® PUNCHES 


¢ COLD CHISELS 
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— was Justified 





WHEN 169 RAILROADS FAILED IN 1893, 
JOHN H. PATTERSON SAID: 

“The year has been unparalleled in the 
history of the United States. Great ques- 
tions were to be solved, every industry 
was stagnant. Some closed down, some 
lost courage, while a few pushed ahead 
and worked harder than ever with con- 
fidence in the future. We did not let the 
hard times interfere with our work. 
When times got duller, we advertised 
the more and worked the harder.” 





WHEN PIG IRON DROPPED 50% IN 
1907, ANDREW CARNEGIE DECLARED: 


“This panic will soon run its 
course and pass away leaving no 
impediment to the return, in due 
season, of another period of whole- 
some, because needed, expansion of 
our resources... . 

“We have had the greatest ex- 
pansion of modern times. Reaction 
had to come—will prove healthful. 





—_—— 


WHEN DEEP, DARK GLOOM RULED IN 1921, 
THOMAS FORTUNE RYAN SAID: 


“Our merchants have been buying only 
what they can sell quickly for cash. The 
consumer has had to listen to so much 
pessimistic talk that he buys only what 
is absolutely necessary. People every- 
where have been scared. They are get- 
ting over that. 

“Our people are the greatest consumers 
of food and manufactured articles in the 
world in normal times—and normal times 





Nothing can stay the rapid prog- 


are coming back... .” 


ress of the Republic. She is all 


right.” 


AMERICA CAME [HROUGH! 


In 1893 stark ruin stalked through the land. 
467 banks failed in a few months. Mills, furnaces 
and factories shut down everywhere. Bankruptcy 
was on every hand. America had twice as many 
unemployed per thousand population as she has 
today. But she put them all back to work. 

In 1907 panic broke loose. The production of 
pig iron dropped 50% in less than a year. All but 
the strongest men lost heart—‘‘We are ruined”, 
they declared, “recovery cannot come in our time.”’ 
Yet in two years prosperity had returned. 


In 1921, when many honest and thoughtful 
people were predicting worse conditions, the coun- 
try was already beginning to climb to the greatest 
era of prosperity it had ever experienced. 

History tells how America has fought.and won 
19 major depressions. Good times always follow 
hard times, as surely as day follows night. Pros- 
perity always comes back. It is coming back this 
time, too. 


Above all things, let us have faith. 


America Has Beaten 19 Major Depressions 
She will Beat this one 


THE NATIONAL PUBLISHERS ASSOCIATION 


“As the most nearly self-contained nation, we have within 
our own boundaries the elemental factors for recovery. 


(From the Recommendations of the Committee on Unemployment Plans and Suggestions of the President’s Organization on Unemployment Relief.) 
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* oscillator— 
uction motor, 





fering—list price 
$21.00 for 12"; 
$24.50 for 16". 





\. Signal 10° oscilla- 
} tor—induction 
"motor, non-radio 
s : interfering—list 

price $14.00. 











* Cool Spot 8 inch 

_. oscillator—Induc- © 
tion motor, non- 

- radio interfering 

| improved safety — j 

’ guard—list price | 

$8.95; for Uni- 
versal motor 
$7.95. 





Signal 12“ and 16" 
oscillator—Induc- 
tion motor, non- 
radio interfering— 
3speed lever type 
switch—a durable 
dependable fan— 
list price $26 for 
12“; $30 for 16". 












QUALITY‘ 
Back Up!’ 


Your customers depend upon 
you to give them quality in fans . . 
but at prices they can afford to pay. 
That’s where Signal fans help you 
clinch the sale. Signal fans for 
1932 have all the features and new 
improvements you expect in fans 
... they have quality you can back 
up... they’llsell easier... your 
customers will be satisfied. Signal 
fans list from $4.25 to $30—a com- 
plete line that enables you to meet 
any ‘demand for performance or 
price. New catalog, all informa- 
tion and prices yours for the asking. 
Your jobber has Signal fans. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 
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WHAT WAS THEIR BASIS 


F SELECTION? 


Note the rounded beauty of Vollrath utensils as compared with other utensils 


Wuat were the points that counted with your customers who 
bought kitchen utensils in 1931? Style—yes. Color—yes. Quality 
and price—assuredly. But’ also thoughtfulness of design. 
Compare the designs of Vollrath utensils with those of other 
makes. Note the grace of Vollrath utensils. That grace has a 
— purpose. The rounded sides of the Vollrath dishpan, 
or instance, prevent splashing. The separate welded feet of a 
Vollrath sink strainer permit complete drainage whereas in- 
dented feet could not. The flat bottoms of Vollrath saucepans 
safeguard against tipping, insure an even heat, minimize danger 
of scorching. The refrigerator dishes have 
flat covers, for stacking in crowded refriger- 
ators. Every corner of every dish is rounded, 
for easier cleaning. ... All this grace of style 
and beauty; this thoughtful attention to 
details; in addition to thosequalities expected The Vollrath name in 
of all authentic Vollrath Ware. Sparkling *#s form on the label, 
assures you of genuine 
surface, fresh appearance that Jasts long! Vollrath Ware 


VOLLRATH WARE 


THE VOLLRATH COMPANY 
SHEBOYGAN WISCONSIN 





Established 1874 
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A NEW EDLUND ||%/erc (oa eat 


can ouENet | VO BOTTBRULESS 


No. 4W-Wall Attached Style Retails fo 
Nuts” 


No. 4T-Table Attached Style $1.50 
This latest addition to the 
This particular Spring Wire 
Socket is an EXCLUSIVE 





Edlund line of quality prod- 
ucts ghas many notable im- 
provements — lower priced — 
more compact — more attrac- 
tive—and yet includes all the 
features that have made 
Edlund can openers and egg 
beaters the yygre artacHED STYLE 
stand- 
WALL ATTACHEDSTYLE ard of 
Well bracket is made in 

twe parts—opener may be quality in 
removed from wall com- 

pletely. kitchen 
utensils. A guaranteed can 
opener that is a valuable addi- 
tion to the field of kitchen 
equipment. Opens any can— 
round, square or oval — large 
or small. Cuts the top out, 






Du-All feature and makes pos- 
sible a higher standard of mop 
efficiency that your custom- 


ers will GREATLY appreciate. 


Will Increase Your Mop Volume 


BECAUSE—the Du-All Spring Socket 
—_ Mop has greatly increased mop 
ume in many outlets, it would pay 
ioe to investigate. The Spring Wire 
SOCKET, also the SWAB that turns 
on frame, are new developments. 
"No putting together." No bolts, nuts, 
lugs or screws to scratch or mar. Mo 
CANNOT "flop" when lifted. With 
handle SCREWED into Spring Wire 
Socket, mop CANNOT DROP OFF. 








leaving an absolutely smooth, 
safe edge. Attractively packed 
in individual boxes. 


From Your Jobber or Direct 


EDLUND COMPANY 
BURLINGTON, VERMONT 

















Ask your jobber or write us 


CJhe DU-ALL MFG. Co. 


GENEVA - - OHIO 






MAKES FRIENDS QUICKLY 


THE NEW DU-ALL MOP e 








GENERAL 
ORANGE JUICE 
EXTRACTOR 
Speedily extracts 25% more juice from 


any citrus fruit—limes, lemons, oranges 
or grapefruit. 








Pure aluminum bowl, strainer and rector 
(™ with full nickel plated body. Very 
attractive, fast seller. Retails at 
only $1.50. Order from your jobber. 


GENERAL HARDWARE CORP’N 


240 N. Milwaukee St., Milwaukee, Wis. 


Increase Your Profits 
Your customers will buy 
* PUSH-LESS Moore 
HANGERS 
TO HANG UP THINGS | dame less Hangers 


HOLDS 20 POUNDS i 
To Hang Up Things 







when they see them in these new 
Displays. Hold 12 packets 
only. 

Ask your jobber for our 
new Style ‘‘C’’ Displays of 
Push-Pins and Push-Less 
Hangers. 


Moore Push Pin Co., 
ayne Junction 
Philadelphia, Pa. 



















HIGH-POWER BURNER 


Greatest Oil Stove Improvement 
IN 25 YEARS 


New performance values make 1932 profit 
opportunity. Opens broad replacement 
market. Are you prepared with sufficient 
stock of Perfection stoves with High-Power 
burners to take full advantage of this oppor- 
tunity? 
PERFECTION STOVE COMPANY 
7609 Platt Avenue Cleveland, Ohio 








The Electric Heater 
That Heats Like 
a Steam Radiator 


Fverhot 


ELECTRIC ROOM HEATER 





ym heater is selling because it’s a os value for the money. 
24 inches high. Practical. Really heats a room. Safe, conventont 
and attractive. Cream Enamel Finish, $7.50 . Walnut Furniture 
Finish, $8.50 list. A dollar more west of Den 

The Everhot line of electric ap- Good “he " Conservo—the steam 
Pliances is alive—out of the ordi- cooker and canner—is a greeat item 
nary. Cookers with a reputation. right now for meat canning. Dis- 
Sandwich toasters, ‘‘Waf-fil’’ bakers, play and sell Conservo! 
grills, table stoves and hot plates. 


THE SWARTZBAUGH MFG. CO. 
Toledo, Ohio 
Suppliers to Leading Electric and Hardware Jobbers 
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SAFE SPRUCE LADDE QUALITY 


TRADE MARK 








AIR DRIED FULL STRENGTH IN 


Men and Women Risk Their Lives on Ladders. 
This Safeness and Protection Is Worth Your 
Consideration. 



































Spread Bottom General 
Fruit 


W. W. BABCOCK CO. - - BATH,N. Y. 
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Today, economy in buying pre-. | | 
vails. Luxuries find less favor with | 
the buying public. Business comes | * 
from necessity merchandise. Essen- 
tial lines must carry on. They offer, | 
as ever, a steady source of business 
and profit. 


Water is a basic necessity. Your 
customers, every last one of them, 
must have water. There are no 
water vacations for them. Regardless of conditions, pumping 
equipment to obtain water is called into action many times daily. 





Myers Pumps and Water Systems blanket this market. De- 
pendable units in a wide variety of styles and sizes provide economical time and labor 
saving water facilities for homes, farms and other places. 

If you are not selling and installing them, or if you have never investigated the 
possibilities that the complete Myers line opens up for profitable year-through 
business, write or wire us. 





Watch for Myers Advertisements now appearing in 
leading class, farm and trade magazines. They are 
helping Myers Dealers and Distributors everywhere to 
increase their pump and water system business. 








THE F. E. MYERS & BRO. CO. 
ASHLAND, OHIO 


PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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Read 1 his—and Dry Your Tears 


Maybe 


Maybe 


Maybe 


Maybe 


Maybe 


the foundation is being completed for a new era of safe, sane and 
substantial industrial activity. 

people are shaking themselves free from that plague of unreason- 
able fear which has for so long been smashing courage, confidence 
and values. 

the recovery will be sooner and quicker than most of us anticipate, 
and 

the most powerful human Dam of Desire the world has ever known 
will burst open and pour millions upon millions of restless, buying 
dollars into our markets. 

we are fools to express even a remote hope that any of these things 
may become true, but at any rate 


ke Do Know— 


We Do 


We Do 


We Do 


We Do 


We Do 


We Do 


Know that problems created by man’s errors can be corrected by 
man’s experience and wisdom. 


Know that human nature is ever restless, that dollars are even 
more so, that homes, farms, stores and workshops are light in things 
that people need and use every day; that our needs and wants are 
mounting even higher and higher. 


Know that the wealth of this country of ours has been recently 
estimated at 350 billions of dollars, the greatest National Wealth 
Ever Known. 


Know that there is idling in the Savings Banks of this country of 
ours over 30 billions of dollars belonging to millions of people who 
have long enjoyed a wholesome standard of living. 


Know that money is nothing more than a lubricating oil to keep 
running smoothly the great machine of industry upon which we all 
depend for wages and needs and enjoyments. = 


Know that five billions of these savings, or less than one-sixth of 
the amount lying in these savings banks, if put into motion today 
would start the great wheels of industry awhirring, would re- 
employ millions of people, would produce things we need and want, 
would bring sane, normal, wholesome times back again. 


SO we of the Harpware AGE organization are not going to be caught nap- 


ping at what may prove to be the Opportunity of a Life Time. 


Therefore we are planning to invest more energy, more careful study, more 


enthusiasm and more dollars in our publication during 1932 than 
ever before, and we are soundly convinced that this investment will 
enable us to render a still greater service to the entire hardware 
industry. 


HARDWARE AGE 
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How Pennsylvania Hardware Firm Finds a Big 


OR twenty years Jere 
Pi eosrine Co., Hazleton, 

Pa., has been developing 
its local market for all kinds of 
electrical appliances and has con- 
sidered each new electrical de- 
vice, simply a modernized ver- 
sion of former hardware spe- 
cialties which the firm had sold. 
This company meets prices, val- 
ues, terms, service conditions, 
and in fact any and all phases of 
competition, without complaint 
and believes that it is capable of 
rendering service as good or bet- 
ter as may be offered anywhere. 
Instead of bemoaning the annoy- 
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Electric Appliance | 


ances of public utility, chain 
store, house-to-house peddler or 
other competition in electrical 
lines, this firm has met every 
known condition and identified 
Woodring as a firm that takes 
seriously its obligation to its 
community. 

When manufacturers introduce 
new merchandise of any kind 
that has a profitable market in 


Opportunity in 


and around Hazleton, this com- 
pany takes it on. This policy 
has been particularly effective in 
the electrical department. The 
photos tell graphically the ex- 
tent of the store’s assortment of 
lamps, radio, electric refriger- 
ators, small appliances, washers, 
electric clocks, vacuum cleaners, 
water coolers, etc. In each item, 
in this line, Jere Woodring Co. 
has participated in the pioneer- 
ing work, taken its grief with its 
profits, asked no merchandising 
quarter and perhaps given none. 
When KDKA radio station 
started operations at Pittsburgh, 
Pa., about 12 years ago, this firm 
held one of the first radio broad- 
cast receiving demonstrations 
in its part of the State. A 
complete line of early 
radio models was fea- 
“ tured and sold. In 
fact this firm actu- 
ally supplied radio 
to a wholesaler 
in Philadelphia. 
Back as far as 
1921 it was a 
factor in sell- 
ing washing 
machines. 
floor and 
table 
lamps as 
well as 
vacuum 
cleaners 
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Lines 


and for more than eight 
years has merchandised 
electric refrigeration. 

In each of these lines 
complete service facilities 
were rendered. Where prac- 
tical, service men took re- 
pair courses at the factories, 
or factory trained service 
men were hired. The com- 
pany for many years has oper- 
ated an electrical installation and 
repair department which at pres- 
ent employs 15 electricians, radio 
experts, refrigeration mechanics, 
etc. At one time this repair and 
service department had a per- 
sonnel of 50 who worked not only 
in Hazleton but in the surround- 
ing territory for many miles, 
wiring houses, stores and fac- 
tories. 

With the introduction of each 
new electrical item, carefully 
planned advertising campaigns 
were executed. These included 
newspaper ads, publicity, demon- 
strations and intensive outside 
solicitation. At present four out- 
side men work exclusively on 
radio, washers, cleaners and re- 
frigeration. On the last item, 
particular stress is made just 
prior to the vacation season. At 
that time it is getting warm and 
people are most susceptible to the 
comfort and sanitary features of 
electric refrigeration, but, says 
this firm, must be sold with de- 
posit made, prior to the comple- 
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tion of holiday plans which would 
use up available cash and stall 
the sale of the refrigerator until 
the fall when the temptation to 
buy one is not so strong. 


The Price Range 


The lamp stock offers prices 
ranging from $3.25 to $65. The 
more expensive lamps are pro- 
tected with cellophane to keep 
out dust and spots which would 
make them less salable. The 
electrical department which dom- 
inates the right-hand half of the 
store displays about everything 
available in this line. Every 
lamp and appliance is connected 
up for immediate demonstration 
and one of the four windows al- 
ways features some electrical 
merchandise. 

As H. W. Weyhemmeyer, 
treasurer and general manager, 
explains it, the development of 
the hardware business in the past 
has been characterized by various 
kinds of mechanical services and 
knowledge, as an adjunct to the 
selling plans. The same policy 
with electrical merchandise 


Illustrations show the Woodring 
electrical appliance department 
in Hazleton, Pa. 


works out well and in his judg- 
ment can be followed in all towns 
from 2000 population up, its ex- 
tent and personnel being gov- 
erned by available trade. 

Mr. Weyhemmeyer also notes 
the passing of the so-called con- 
tractor-dealer and_ the _hard- 
pressed electrical specialty shop 
except in the most congested 
sections of the metropolitan 
cities. He notes also, that the one 
time affection of manufacturers 
for such distribution is somewhat 
on the wane and that factories 
are looking with great interest 
and favor on. hardware distribu- 
tion. To properly cash in on the 
opportunity, he emphasizes the 
need for service, terms, prices, 
values, assortments and aggres- 
sive selling as good or better as 
is offered by any and all com- 
petitors. He calls attention to 
the fact that the majority of man- 
ufacturers of radio, refrigerators 
and other electrical appliances 
where service is a factor, offer 
complete schooling facilities 

(Continued on page 48) 
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A Card Record System for 


the China and Glassware 


HESE three simple card 

forms used by W. J. Pettee 

& Co., Oklahoma City, 
Okla., have aided greatly in 
building up the profit sales of the 
china and glassware department. 
They have provided not only a 
means for studying local de- 
mand, permitting stock control, 
but have in an even more impor- 
tant way established a starting 
point for actual and specific sales 
work. Cards “A” and “B” are 
used in connection with table dis- 
plays of china and glassware, 
providing price information on 


individual pieces and specified 
sets as indicated. The three 
choices of assortments, 32 pieces, 
42 pieces and 50 pieces have 
been found most popular sets, 
taking care of the majority of 
customer requirements. The pat- 
tern name is listed, as are prices 
of pieces and sets in the spaces 
allotted. The complete set prices, 
if made at odd amounts, repre- 
senting a little savings over the 
total which would represent the 
cost of the same pieces individu- 
ally priced, are an inducement to 
buy complete sets which helps 


Department 


both volume and profit. 

Card “C” is the company’s of- 
fice record of purchases and pro- 
vides space for the customer’s 
name, address, phone number, 
pattern selected, number of 
pieces bought, date of purchases 
and prices paid. It is this third 
card which helps build up sales. 
Solicitation may be made by 
phone, mail or when the custom- 
er is in the store. Opening 
wedges for such selling activity 
are the introduction of additional 
pieces of a given pattern, a spe- 
cial offering on certain pieces 


































































































‘ 
(A) (B) (C) 
: 
Pettee's Pettee's ESHESS 
the Department Hardware Store ment Hardware Store 
Exclusive Dinnerware Exclusive Dinnerware Name — 
_—_ — a a 
Open Stock Price List : ie 
/ 
SET COMPOSITIONS Phone a eee 
Pattern _ Pl in. i : 
sialic teclieiiaiataeeiataee ee = . Plates, 5 in. 
Plates, 4 in. Sauce Boats | } 32 Pieces Plates, 6 in 
Plates, 5 in. S. Fast Stand | 6 Plates, 7 in. 6 Bread and ...Plates, 7 in. 
Plates, 6 in. Cov. Dishes | 7 6c t Plates, 8 in. 
Plates, 7 in. Casseroles | 6 mnt 1 Dish _ Coupe Soups - 
Plates, 8 in. Cov. Butters i x 2 aged Cream Soups — 
Coupe Soups Pickles 6 Fruits 1 Beker, 7 in. Oat Meals e 
Cream Soups Salads . Fruits, Oty 4 
Oat Meals Tea Pots " . Fruits, 5 in. 
Fruits, 4 in. Sugars ea 42 Pieces — Tes Gaps & BS 
Fruits, 5 in. Creams " : 5 - j. Cupe & 4. 
Tea Cups & Qs | 6 Plates dinner, 7 in. 1 Dish, 8 in. A. D. Coffees 
Cof. Cups & Cakes 6 Plates Coupe, 6 in. 1 Salad —-Bouil. Cups |__| 
A. D. Coffees 4 Egg Cup 6 Plates bread and butter 1 Sugar Bakers, 6 in, + - 
Bouil. Cups i Celeries 6 Teas 1 Cream _.-Bakers, 7 in. 
Bakers, 6 in. Chop Dish 6 Fruits 2 Biter Bekers, 8 in. —_+__— - 
Bakers, 7 in. Jugs 12s —-Nappies, 6 in. 
Bakers, 8 in. ' Jugs 24s ” Nappies, 7in. 
Placsers, 8 in. ] | ---Juge 300 50 Pieces ..... soa ; oe 
Platters, 10 in. 4 Jugs 36s 1 “ ; Platters, 8 in, | ____ 
Platters, 12 in. i | 6 Plates Dinner 1 Covered Dish Platters, 10 in. 
Platters, 14 in. j mee 6 Plates Coupe 1 Dish, 10 in. —Platrers, 12 in, _} 
Platters, 16 in. | t t 6 Plates Desert 1 Covered Sugar | fo st iy 
ee et ee = i 6 Piste heend und beer 1c ters, 16 in, 
6 Tea Cups and Saucers 1 Boat — . = 
6 Fruits 1 Baker 
Salesman at 
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and of course a general appeal 
to add to the set as owned by the 
prospect. This record is also in- 
valuable, when a customer wishes 
to replace or augment her outfit 
and doesn’t know the name of the 
pattern or fails to bring in a 
questions current 
prices because of a belief that the 
previous price was different. 

When a sale is made, the card 
record system is explained as an 
extra service rendered by the 
company. The store’s advertis- 
ing often features this plan. Sug- 
gestions are made also that 
should a customer wish to make 
a present to a neighbor customer 
the store can advise the pattern 
and assortment now owned by the 
prospective recipient of the china 
or glassware gift. 








The china and glassware department of Pettee’s, Oklahoma City, Okla., where 
the Card Record System is operated. 





Tdeas That Helpea in Boston 


URDITT & WILLIAMS 
B CO., of Boston, features 

a display that helps to in- 
crease the sale of radio tubes. 
A carton two feet by sixteen 
inches and about a foot in depth 
is given a conspicuous place in 
the window. The box, its sides 
neatly covered with paper, is 
heaped with radio tubes, obvi- 
ously old and worn-out. 

A placard clipped to the box 
reads, “These tubes found want- 
ing. How about your radio 
tubes?” 

Nearby a sign announces, 
“Free—A Special Tube Test 
Carton Is Waiting for You.” This 
placard stands on two of the tube 
test cartons. Printing on the 
sides of the cartons directs, 
“Place all your radio tubes in 
this carton. We will analyze and 
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This service is 
Vision 


balance them. 
free. Acremeter Tube 
Service.” 

To prove to the customer that 
a higher priced item will give 
longer and better service than a 
cheaper article is often a difficult 
task. One progressive hardware 
store, the H. M. Sanders Co. of 
Boston, keeps a vivid illustration 
on hand to prove this point in 
selling ash-barrels. 

It happened that a loyal cus- 
tomer made use of two different 
ash barrels for two years—one 
a Sanders barrel, then priced at 
$3.50, and the other a $1.00 ash 
barrel purchased elsewhere. 
After two years’ of equal use, 
the two barrels showed such a 
marked difference in wear that 
the owner sent them to the Sand- 
ers store by way of an eloquent 


tribute to their good merchan- 
dise. 

The higher priced _ barrel 
remained as strong as when it 
was new, the heavy hoops and 
ribs protecting it, while the 
cheaper barrel was worn out. The 
ribs had pulled away from the 
latter article, leaving it unpro- 
tected against hard knocks. 

These barrels are kept on the 
main floor of the H. M. Sanders 
store, and make an effective 
argument for the purchase of the 
durable item that the concern still 
sells. This, by the way, is now 
priced at $3.25, while the cheap 
barrel that the customer obtained 
at another store, now sells for 
$1.19 instead of $1.00. These 
facts and a glance at the two bar- 
rels usually clinches the sale of 
a Sanders ash can. 
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_— SELLIN oy Was} 


at MEARVIN’S | 


Llew S. Soule 
tells what the 


T was Friday 
evening and 


boys at Marvin’s 


to have a_ thor- 
oughly qualified 


Charlie Han- hardware store speaker to ad- 
son whistled fond out about ess you this 
cheerily as he ar- n " evening. Well, I 
ranged the chairs Selling, making have been suc- 
for the weekly it almost a_ cessful. Here he 
Marvin store ‘ ‘e is. Allow me to 
meeting. Charlie thriller—if you introduce Mr. 
was at peace with gre jnterested Harvey French— 


the world, and 
for good reason. 
He had been ap- 
pointed to con- 
duct the first meeting under the 
new scheduled program, and had 
selected selling as the topic. 
Meanwhile he had been able to 
enlist the services of his cousin, 
Harvey French, an expert sales- 
man, whose job was the teaching 
of salesmanship to the retail dis- 
tributors of a certain well known 
manufacturer. Harvey had 
agreed to address the Marvin 
meeting that evening on “The 
Groundwork of Selling.” No 
wonder Charlie whistled. 
Twenty minutes later the Mar- 
vin employees had assembled 
and the session was under way. 
“I’m not going to waste any of 
your time,” Charlie said, as he 
called them to order. “The topic 
for this meeting is ‘Selling’ and 
I told you last week that I hoped 
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in SELLING. 


the man I told 
you about.” 

Harvey French 
bowed, and 
smiled in a friendly way at the 
little group. “I don’t know what 
Charlie has been telling you,” he 
said, “but since he considers our 
time so valuable, Ill follow his 
cue. I'll even cut out the usual 
funny story, and start right in on 
what I call the Back Log of re- 
tail selling. 


To Sell Hardware 


“Your job is to sell hardware 
and similar merchandise. Nat- 
urally you are vitally interested 
in the art of selling. However, 
before you can use salesmanship 
to any real advantage, you must 
first have a comprehensive 
knowledge of hardware and 
allied lines. In other words, you 
must know the goods you are sup- 
posed to sell. 


“In fact, you must not only 
be well informed as to the mer- 
chandise itself, but you must 
have a good working knowledge 
of its uses and operations; you 
must be able to point out to a 
prospective customer just what 
the article you are selling can 
do for him. In the classes on re- 
tail selling which our company is 
promoting, we always advise 
merchants and their employees 
to attack the problem of acquir- 
ing knowledge in a systematic 
manner. 

“The first thing to do is to find 
out what the article in question 
is made of and the reasons for 
the material used. Next, deter- 
mine who makes it and get a 
general idea of how it is made. 
Then learn all you can about its 
style features—matters dealing 
with shape, design, finish, etc. 
Next get an accurate list of its 
uses, and a thorough knowledge 
of how it operates. Finally try 
to dig up something of interest 
concerning the article, aside from 
its strictly mechanical features; 
something you can tell the cus- 
tomer to hold interest and arouse 
desire for possession. 

“What I have given you are 
fundamental things which you 
should know about any article 
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before you can expect to sell it 
efficiently. Now in order to 
demonstrate what I mean, let us 
select some item of fairly wide 
appeal, reasonably high unit 
value and fair profit margin. 

“Suppose you take one of our 
electrical appliances,” Mr. Mar- 
vin suggested. “Van, hand Mr. 
French one of those waffle irons 
from the appliance table.” 

“This will do very well,” said 
Mr. French, as he placed the 
utensil on the speaker’s table. 
“Now, Charlie, what is this waffle 
iron made of?” Charlie Hanson 
hesitated. “TI-er-I think it is made 
of either copper or steel,” he 
stammered. “Your guess is part- 
ly correct,” said the speaker. 
“Have you a catalog here in 
which this iron is listed, Mr. 


Marvin?” “Yes, indeed,” was 
the reply. “I'll get it for you.” 
Construction 


““Now,” said Mr. French, as he 
turned the pages of the big book 
to the proper place, “here is 
what the wholesaler’s catalog 
says about it”: 

“Pressed steel construction, 
chromium plated.” “Pressed 
steel insures strength and dura- 
bility,” he commented. “Chrom- 
ium plate means a durable fin- 
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ish that will maintain its lustre 
without tarnish.” 

“What do you know about the 
heating element?” he queried, 
pointing his finger at Van Davis. 
“Frankly, I don’t know very 
much about it,” Van admitted 
honestly. Mr. French smiled. 
The catalog says: 

‘Fitted with Calrod indestructible 
heating unit. Appliance equipped 
with heat indicator that tells when 
iron is ready to use. Accurate heat 
regulation; no need to turn off cur- 
rent or pull plug while utensil is in 
use. Never gets too hot or too cool; 
the annoyance of waffles sticking to 
grids, because of low temperature, is 
eliminated.” 

“There’s a lot of good selling 
information in those few words,” 
he said soberly. “Now,” he 
went on relentlessly, “what can 
you tell me about the special fea- 
tures of this waffle iron?” This 
time he directed his question to 
Bill Higgins. Bill shook his 
head. “It is a little different in 
shape from the others we carry,” 
he said. “That’s the only special 
feature I know of.” 

“Here’s what the catalog 
says,” Mr. French replied. 

‘Air cooled base. 
hinges allowing covers to rise evenly. 
Smooth die cast aluminum grids, 
which heat quickly and evenly and 
prevent sticking.’ 


Large expansion’ 





“Tt strikes me those are fea- 
tures which should be empha- 
sized in a sales talk. Now listen 
to this: 

‘Low tray type design, beautifully 
embossed,’ those are style features. 
‘Special 6-ft. long life cord with push 
button switch.’ 

Those are arguments on con- 
venience and service. Now, who 
makes it? 

Every hand went up. “Good,” 
said Mr. French. “I see you all 
know the maker. That indicates 
a well known brand and a re- 
liable company. Stress those 
points as an assurance of qual- 
ity, service and proper style. 
“And now,” he went on, “we 
come to the final feature. “Do © 
any of you know anything of spe- 
cial or human interest concern- 
ing this iron; anything that the 
customer would take delight in 
tellirig her friends; anything that 
might make her have a certain 
pride in owning the appliance?” 

Van arose. “The electrical 
salesman told me_ something 
about a woman suggesting the de- 
sign,” he said. “He also told me 
that about 50 of these irons were 
sold during the holiday season to 
the students of a prominent girls’ 
college.” 

“‘That’s fine,”’ Mr. French com- 


(Continued on page 68) 
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ROM my windows I can 
i the great steamers pass 

down the river to the sea. 
They are always a stimulating 
sight. Confidence, power, beau- 
ty, luxury, efficiency. But unfor- 
tunately I study statistics. It is 
a bad habit. It takes much of the 
romance out of life. These ship- 
ping companies are having a ter- 
rible time trying to make both 
ends meet. They have stopped 
work on a great ship in England 
because the shipping company 
can’t borrow enough money to 


finish the ship. 


Between trips across the ocean, 
some of these great liners turn 
themselves into speakeasies and 
make side trips to Nassau, Ber- 
muda, Havana, or northward to 
Halifax. I have been invited by 
several parties to join them on 
these trips, but I have never felt 
that I was physically strong 
enough. These are friendly trips. 
I understand the passengers grow 
more and more friendly with 
each other as the days progress. 


* * Xx 


The passing of these ships in 
and out of the river under my 
windows reminds me of foreign 
investments and foreign bonds. 
This of course is very unpleas- 
ant. Again I am reminded of the 
proverb, “A fool and his money 
are soon parted.” However, in 
Wall Street they manage to get 
a laugh out of almost everything. 
Here is a little song they are 
singing: 

My money lies over the ocean. 
My money lies over the sea. 


My money lies over the ocean. 
Oh, bring back my money to me. 
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Bring back, bring back, 

Oh, bring back my money to me, to me. 
Bring back, bring back, 

Oh, bring back my money to me. 


* * X 


George Bernard Shaw is with- 
out doubt one of the most origi- 
nal and interesting human beings 
living in this world today. Just 
at present he is on his way to 
South Africa in search of sun- 
light. 

Mr. Shaw has made a great 
fortune and a great reputation 
by simply applying common 
sense to everyday life. One time 
when I was in London he was 
moving from one building to an- 
other. All of his household goods 
were deposited outside on the 
pavement. A curious crowd 
gathered around to see Shaw 
moved. They also wished to see 
Shaw himself. Finally he came 
out on the front steps, and was 
greeted with cheers. “Thanks, 
neighbors,” said Shaw. “Your 
greetings are appreciated. But 
as I am moving, I would very 
much more appreciate it if each 
of you would pick up a piece of 
my furniture and carry it to my 
new flat.” 

. eS 

When Frank Harris was the 
editor of a leading London pa- 
per, Shaw used to write for him. 
Harris was then in the heyday of 
his career. Shaw was just a 
coming man. Later Harris fell 
from his pinnacle, and afterward 
wrote his remarkable “Life of 
Oscar Wilde.” I have never read 
such a soul-searching document 
as this. Harris came to the 
United States, but he fell upon 
evil days. Finally he decided 
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to write a history of Shaw. He 
could not wait for Shaw to die, 
as he seemed actually wound up 
to go on indefinitely. So Harris 
wrote this life, and recently a 
friend of mine in London mailed 
me a copy of the book. This book 
does not begin to equal his “Life 
of Oscar Wilde,” as a literary 
production, but it is full of in- 
teresting matter about Shaw and 
Harris. 

Harris and Shaw claimed to 
be great friends, but I am in- 
clined to believe, after reading 
his life of Shaw, that Harris was 
jealous of Shaw, not only on ac- 
count of his reputation, but also 
on account of his financial suc- 
cess. If Shaw didn’t have such 
a strong position, this book of 
Harris’ would not do him very 
much good. Someone has well 
said: “If God will defend me 
from my friends, I will take care 
of my enemies.” 

Shaw was not enthusiastic 
about this book. Evidently Har- 
ris was calling on Shaw for ma- 
terial about himself. Shaw wrote 
Harris to be very careful not to 
make the book an autobiography. 
In other words, not to put so 
much of Shaw’s stuff in the book 
that in reality it would be a life 
of Shaw by Shaw. Harris did 
not follow this admonition, and 
therefore the book might be 
equally divided into two parts, 
what Shaw has to say about him- 
self, and what Harris has to say 
about himself. 


* * * 


Shaw’s mother was a music 
teacher, and she supported Shaw 
until he was well along. Shaw 
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admits this. He states that his 
mother did a good job for the 
world. I have lost track of 
Shaw’s father. Geniuses are al- 
most always descendant, not 
from their fathers, but from their 
mothers. 

Harris writes in his book that 
Shaw is the only socialist in the 
world who ever got rich on so- 
cialism. Shaw at one time advo- 
cated that regardless of what a 
man did, all men should draw 
the same wages. That was the 
Bolshevist idea. Harris con- 
tended on the other hand that all 
men should be paid according to 
their needs. “Now,” said Harris, 
“here is Shaw earning enormous 
sums from copyrights, etc., liv- 
ing on one meal a day and this 
meal consisting entirely of vege- 
tables. In addition, Shaw never 
smokes or drinks.” On the other 
hand, poor Harris, lost all of his 
money, wanted three meals a 
day, one with champagne, and 
smoked incessantly. Shaw is an 
earner who never spends, while 
Harris was a spender who lost 
the art of earning. 

I knew Harris, and he was a 
wonderful conversationalist. But 
he was terrible. Nobody and 
nothing in the world was safe when 
he started talking. However, he 
managed to live to be almost 75, 
before he passed away. The con- 
trast between these two men, 
Shaw, the aesthete, and Harris 
the voluptuary, is very interest- 
ing. When Harris died, he had 
nothing to leave. I am wonder- 
ing, when Shaw dies, what he will 
do with his fortune. He should 


of course leave it to socialism, 





JANUARY 28, 1932 








but as the Scotchman said: “I 
hae me doots.” 

Harris once asked Shaw why, 
instead of writing and talking 
about socialism, he didn’t do 
something in a practical way in 
London in the line of socialism. 
To this Shaw replied that he 
would be glad to do it but the 
police would not let him. 

Shaw holds the profound phil- 
osophical conviction that the only 
trouble with the poor is poverty. 

Shaw claims to have been a 
success in about seven depart- 
ments of ‘intellectual life—phil- 
osopher, critic, author, play- 
wright, statesman, and one or two 
other things. He developed into 
a great playwright, but he didn’t 
know that he was one for a long 
time. One of his first plays lay 
filed away for years because he 
attached no value to it. After- 
ward it was produced and made 
a great hit. 

Shaw does not care for Ameri- 
cans. He states, however, that he 
is grateful to them for buying 
his books as he likes their money. 
So far it has been impossible to 
induce him to come over here. 
It is a curious fact that Shaw’s 
plays became famous first in the 
United States and afterward in 
Germany. England did not ap- 
preciate him until about fifteen 
years after he was famous in 
other countries. Again the Scrip- 
ture is fulfilled: “A prophet is 
not without honor save in his own 


country.” 
+ * 


Ships are all right, and I love 
to watch them when they get 





started. But in some respects 
ships are way behind the times. 
They seem to forget that we have 
clocks and watches. There are 
a lot of ships at the docks and 
piers just under my windows. 
Every day at twelve o’clock they 
all break loose with their whis- 
tles. Then they break loose again 
at one o’clock. And then at five 
o'clock, when a number of these 
ships set sail, they just whistle 
themselves hoarse. We sit in our 
office and wait for the racket to 
cease. We recommend that a law 
be passed to the effect that no 
ship be allowed to whistle inside 
of the twelve-mile limit. Whis- 
tling is obsolete and out of date. 
Of course we might make an ex- 
ception in the case of a heavy 
fog. But if ever you have been 
in a fog you will know that whis- 
tling does little good because you 
can never tell the direction of a 
ship whistling in the fog. 


* * 


“Then when I think of ships’ 
orchestras, especially at sailing 
time, I feel that they should use 
some judgment about what they 
play. Once I took a friend to a 
ship. He was going abroad for 
his health. 
depressed. I got him to his cabin, 


He was very much 


put him to bed, arranged the 
flowers, and just as I was about 
to leave, the ship’s orchestra 
started playing “Nearer My God 
to Thee.” The effect upon my 
friend was anything but desir- 
able. But he got back all. right, 
and afterward we had a good 
laugh over it. 








35th Illinois Convention Considered 


Many Trade Problems 


ITH attendance approximately 

the same as last year, the 

thirty-fifth annual convention 
of the Illinois Retail Hardware Asso- 
ciation was held in Chicago, Jan. 12 
to 15. Sessions were at the Sherman 
Hotel and the exhibit at the Merchan- 
dise Mart. President B. A. Schroeder, 
Barrington, in his opening remarks ex- 
plained the convention program which 
considered hardware retailing prob- 
lems in motoring terms. He stressed 
the need of modernization, commented 
on the marked trend toward cooper- 
ative dealer buying, urged caution in 
such activities and said jobbers can 
no longer ignore the need of price re- 
vision and should be untiring in their 
efforts to supply merchandise on the 
proper price and profit basis. He 
talked of the association’s activities on 
legislative matters, particularly the 
Barnes bill to prohibit public utilities 
from merchandising, saying that while 
the measure did not pass it did create 
widespread attention to the problem. 

Veach C. Redd, Cynthiana, Ky., 
stressing the importance of constantly 
modernizing, and not being content to 
simply remodel; install new fixtures 
and consider the job permanently fin- 
ished, told how he had remodeled his 
store in 1924, again in 1928, and for 
the third time in ten years, again last 
fall. He considered modernizing a 
constant job, and following out the 
analogy of the program to motoring, 
titled his talk “1932 Models.” Pinch- 
hitting in place of a skit that drama- 
tized old and new retailing methods, 
Rivers Peterson, editor, Hardware Re- 
tailer, explained the subject of the 
skit. 

Opening the Wednesday session, 
Herbert W. Giessing, East St. Louis, 
drew a parallel between major busi- 
ness factors that could be recorded and 
the readings of various meters and 
gages on the instrument board of an 
auto. For example, he compared cash 
and bank balance with the self-starter ; 
accounts payable with the choke, mer- 
chandising credits with the speedom- 
eter, etc. From this start he explained 
the importance of knowing what was 
going on and how this should be ac- 
complished. 

Maurice L. Campbell, Benton, out- 
lined the essential points of business 
control, and related accounting prac- 
tices as they applied to profitable re- 
tailing. He concentrated on the rea- 
sons for such records, the facts that 
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could be learned and how they could 
be used. Tying up with the motoring 
angle his talk was called “A Handy 
Road Map.” 

Herbert M. Thomas, Creston, Iowa, 
president, Iowa association, talked on 
the necessity of “refueling” a business 
with new lines to offset lost lines and 
goods no longer in demand. He ad- 
vocated meeting of prices without for- 





Glenn R. Swank 


getting quality, investing money in 
goods that could be profitably sold 
and control of stock by working with 
sources of supply. He told of the 
work that the Iowa association was 
doing with wholesalers in studying 
and correcting price abuses, quoted 
the editorial “Prices” on the Dec. 17, 
1931, front cover of Harpware AcE, 
and a letter by Chas. E. Bradley, Blue 
Mound, IIl., which appeared in the 
same issue. He said price adjustments 
were not individual matters and that 
single complaints were ineffective. In 
closing, he expressed the hope that 
every State association and the Na- 
tional Retail Hardware Association 
would consider its proper duty to mem- 
bers to assist in solving the price 
problem, yet said he didn’t think com- 
petitive prices the only problem. 

H. Elton Pease, Standard Show Card 
Service, Chicago, which furnishes the 
show cards sold through the several 
State associations, talked on advertising 
and window displays, saying most deal- 
ers won’t listen to the ideas of those 
who specialize in selling and sales pro- 
motion and that retail hardware ad- 
vertising was very poor. Stating that 
65 per cent of rent should be charged 
to windows, as is done by chains, he 
urged proper attention to displays. He 





B. A. Schroeder 


commented on the utilities discussion 
which would take place the next day 
and said most hardware men want 
legislation which would actually not 
offer any relief. Price tickets, he said, 
created no demand, but closed every 
sale ever made, that windows should 
be changed every week and at night 
because 95 per cent of sidewalk circu- 
lation is duplicated the second week, 





P. M. Mulliken 


that people don’t compare dealers’ 
prices with other dealer prices, but in- 
stead compare prices with their pocket- 
books. 

A. W. Baeder, Sherwin-Williams Co., 
talked on “Reading Road Signs,” and 
told of several trade surveys made for 
his agents which showed problems of 
the small dealer very much the same 
as those of the larger dealer, that both 
must know their customers and recog- 
nize the potency of the human element 
in business. 

A skit played by local salesmen and 
dealers compared the old and new 
methods of display, pricing and selling, 
and was well received. 

The final speaker of the session was 
N. R. H. A. President Thos. B. Howell, 
Richmond, Va., whose topic, “The Man 
at the Wheel,” dealt with the indi- 
vidual who owned the store and his 
human side, its possibilities and limita- 
tions. He commented briefly on the 
seriousness of price competition and 
cited personal experiences with price 
appeal. Unfortunately, a luncheon 
club meeting in another part of the 
same room disturbed the session and 
caused its adjournment before Mr. 
Howell could complete his talk. 

The final session on Friday morning 

(Continued on page 49) 
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TRADE WINDS 


by LLEW S. SOULE 


Trade-Marks or Merchandise? 


merchant is to make money; in other words, 

to so conduct his business that it will yield a 
profit. All of his other business problems date 
back to that one. He must make money or give 
way to some one who can. 


[ine basic problem of the retail hardware 


Now in order to make money he must sell mer- 
chandise, not merely handle it. His real profits, 
therefore, must come from items of reasonably high 
unit value; items which maintain a fair standard of 
quality and which require selling rather than just 
display and price. True, the modern hardware 
merchant must have a price range, and must carry 
a certain amount of strictly “competitive” merchan- 
dise. It is not necessary, however, nor wise, to put 
the bulk of his business on a price competition basis. 


Just at this time we hear on all sides the state- 
ment that there is a trend toward cheap goods. In 
a sense it is true. There is a perfectly natural trend 
on the part of the consumer to get all he can for his 
money. That does not mean, however, that the con- 
sumer wants lower quality. He wants the best he 
can get for the money ke can afford to spend. In 
the majority of cases he wants the same quality to 
which he is accustomed. In other words, he still 
wants value, but he must be convinced of that value 
in proportion to price. 


In many cases manufacturers of trade-marked 
quality merchandise are largely responsible for 
what is termed a trend toward cheaper goods— 
cheaper in quality as well as price. Too often they 
have failed to make clear to dealers why their mer- 
chandise is worth more than unknown articles of 
similar kinds. 


There are plenty of good reasons to justify dif- 
ferences in price between quality articles and those 
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of lower grade. The manufacturers know these 
reasons, but they have not always passed that knowl- 
edge on in definite concrete form. In too many 
cases they have stressed trade-marks rather than rea- 
sons; names rather than values. 


Far too often the manufacturer takes it for granted 
that his retail distributors are as well informed con- 
cerning the value of his product as he is himself. 
Too often he blazons his trade-mark to the public 
without first making sure that retailers who must sell 
his product to the consumer are sufficiently educated 
on his value to sell it in competition with cheaper 
wares. 


The hardware merchant’s function is to sell mer- 
chandise. He is in no sense a promoter or Bally- 
hoo artist. He can sell merchandise when he knows 
the facts concerning its value, but he cannot sell 
mere trade-marks in competition with those who sell 
actual merchandise. 


Undoubtedly this situation accounts in a measure 
for the frequent insinuations as to the ignorance of 
the retail dealer. It is highly probable that many 
manufacturers base an assumption of dealer igno- 
rance on the bare fact that he lacks specific knowl- 
edge of their particular products; knowledge which 
could only come from them. 


Meanwhile the retail hardware merchant wants to 
make his business profitable. He would like to 
overcome the competition of cheap, low quality mer- 
chandise by selling better quality at prices in line 
with actual values. To do this he must be able to 
prove values, and far too often he lacks the neces- 
sary ammunition. Is he alone to blame for this con- 
dition? After all the retail hardware dealer is a 
merchandiser, not a mind reader. The responsibil- 
ity for dealer knowledge of the merchandise rests 
on the manufacturer. 
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Introducing another feature that will assist retail 


hardware merchants to increase, with profit, their 

sales volume—the HARDWARE AGE series on 

lighting starts with this installment and will be 
a feature of the last issue in the month. 


by J. F. O’BRIEN 


N the hardware business, as 
in any other field of retail 
selling, artificial light holds 
unlimited possibilities as a sales 
aid. Through improvement of 
displays and display methods, it 


enhances the appearance of mer- 
chandise in such a way that it 
helps to remove sales resistance. 
It assumes even greater impor- 
tance as an attention getter. 
Attracting customers to your 


Lighting the Hardware 


place of business has always 
been recognized as the root of 
the tree which bears. the fruit of 
profit dollars. Light, possessed 
of a natural magnetism for hu- 
man beings, is a power which 
makes people notice your store; 
their patronage follows. For 
that reason, super street lighting 
is frequently included in the co- 
operative plan of community 
merchants to help attract cus- 
tomers to their business district. 


Good lighting inside the hardware store increases the lustre of each article, making open display more effective 
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Street Lighting an Aid 


In the “attack” on customers, 
community merchants sometimes 
band together to produce a com- 
bined sales effort, one which will 
bring the people of a neighbor- 
hood into the business section. 
One way of doing this is to in- 
crease the brilliancy of street 
lighting in that part of town. The 
regular lighting system for other 
sections as well as the business 
section might be adequate for 
the purpose, from a standpoint of 
safety and convenience to pedes- 
trians and automobile traffic, but, 
in actual attraction power, capi- 
talizing on the characteristic of 
people to be drawn to bright 
light, it might fall surprisingly 
short. 

This is not new thinking. 
Many community business men’s 
associations in the past have 
adopted street lighting plans, 
which perhaps doubled or trebled 
the amount of light actually 
needed for safety. As a result 
that section of the street or that 
area of the business section be- 
comes a veritable blaze of light, 
and actually a real lure to every 
one. 

Putting Electric Signs to 

Work 

Where illumination in the 
form of street lighting is used 
primarily for attraction value, its 
purpose is often made more ef- 
fective with supplementary aids. 
For example, electric signs, be- 
cause they. splendidly identify a 
store’s location, without question, 
are a part of the selling picture 
of light on the business main 
street. 


An electric sign, primarily to 
identify a business address, need 
not sacrifice beauty of design, as 
so often is done. Whether the 
sign is of the horizontal or verti- 
cal type, it can be designed to 
harmonize with the architecture 
of a store front. A sign some- 
times imbedded in the front of 
the building is better architec- 
turally, but it is not visible for as 
great distances. 

One of the most modern 
methods of attracting attention to 
the front of a store, and at the 
same time beautifying its night 
time appearance is through the 
use of facade or floodlighting. 
In such practice the entire height 
of the store front is illuminated, 
either in a solid mass of light or 
in rays and spots of light which 
carry out some definite pattern. 
The effectiveness of facade light- 
ing as a mak of beauty cannot 
be denied, and anything that can 
be admired for its beauty, will 
attract attention of its own ac- 
cord.. This type of lighting is not 
alone confined to the attraction 
of people in the immediate vicin- 
ity, for it is plainly visible for 
some distances up and down the 
street. 

As a form of exterior decora- 
tive beauty, facade lighting is 
closely related to Christmas time. 
Every hardware store, especially 
since they themselves sell lamps, 
can well afford to adopt some 
sort of exterior decorative light- 
ing at Christmas time. As a mat- 
ter of fact, many merchants do 
just that. It would be equally as 
effective to use similar means of 
decorative lighting at other sea- 
sons of the year or for special 





sales. If at Christmas time light- 
ing is effective it can be many 
times more effective at other 
seasons when there is less com- 
peting illumination. 


Funetion of the Show 
Window 


In the form of street lighting, 
electric signs, and facade light- 
ing, illumination acts as an at- 
traction for potential customers 
who are at some distance away 
from your store. How can light 





THIS NEW FEATURE 
The 
HARDWARE AGE 
SERIES ON 
LIGHTING 


will take up step by step 
the proper means and 
equipment for main- 
taining effective sales 
,aiding illumination. The 
series will cover in 
proper detail and in the 
sequence given the fol- 
lowing phases in light- 
ing— 

Show: Window Illumination 
Interior Store Lighting 
Show Case Lighting 

Wall Case Lighting 
Spotlighting Specials 
Illuminated Signs 

Bargain Basement Lighting 


Color and Acetion’ with 
Lights 


Holiday Decorative Lights | 

















Brilliant lighting in the show window makes the display all the more compelling 
and helps arouse a desire of ownership in the hearts of window observers. 


help to attract the people near at 
hand? 
Basically that is the function 


of the show window. Its duty is 
to present merchandise displays 
in such a way that a pedestrian 





and use. 





O assist our readers plan for more effective light- 
ing, as an aid to increasing profitable sales, 
HarpwareE AcE will feature in the last issue of every 
month during 1932 a thoroughly practical article on 
lighting. Each installment will be a complete guide 
in itself. The entire series will represent a most 
thorough lighting course for hardware men to study 
With the help of lighting engineers of the 
Westinghouse Lamp Co. the specific recommenda- 
tions made will be put into actual use in several re- 
tail hardware stores, results will be checked ahd the 
changes effected by proper lighting explained with 
comparative photographs. 
to equipment and current will be published. The 
series will embrace every phase of lighting as it 
affects profitable retail selling. 
with HarpwareE AGE in this series are: J. F. O’Brien, 
manager advertising and sales promotion dept.; S. G. 
Hibben, manager commercial engineering dept., and 
D. W. Atwater and A. Paulus, illuminating engineers, 
all of Westinghouse Lamp Co. 


The investment both as 


Authors cooperating 








will admire them enough to stop 
for closer observation. Light in 
the show window increases the 
attraction power of a display. It 
helps to emphasize those articles 
which will most likely arouse the 
ownership interest of a pedes- 
trian. 


Making Buyers of 
Window Shoppers 


After lighting has helped to 
make a pedestrian stop at a win- 
dow, the job of converting that 
window’ shopper into a_ store 
buyer depends largely upon the 
mechanics of the display itself, 
although illumination in the 
form of color combinations and 
motion effects can help accom- 
plish that end. If the window 
observer takes a particular liking 
to one or more articles in the 
window display, he may enter the 
store. Culminating his desire 
into.an actual sale then becornes 
a function of interior display, 
selling practice, and lighting. 

As a single large area of light 
in the store front, illuminated 
show windows form a most im- 
portant unit in the merchandis- 
ing picture of a hardware store. 
It might form part of a facade 
lighting system, giving continu- 
ity to the step by step process of 
drawing people into the store. If 
the entrance foyer of the store is 
large and spacious, the illumina- 
tion from the show windows, per- 
haps intensified with special light- 
ing in the dome of this area, all 
combine to make the passage- 
way seem cheerful and inviting. 
To step away from a brightly il- 
luminated window into a dim and 
dingy foyer might thwart the de- 
sire of a window shopper to enter 
the store. 


Interior Lighting 
Important 


The next step in our lighting 
program is to carry effective il- 
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lumination right into the store, 
whére the point of contact, for 
actually completing sales, is 
made. Such interior lighting 
whether directly on the display 
or coming indirectly from ceiling 
sources will help complete sales 
that store front and window light- 
ing start. 


Light Will Lighten the 
Sales Work 


Of course a certain amount of 
personal selling talk becomes ne- 
cessary before a sale may be 
closed. But, why make that any 
longer and tiresome than neces- 
sary, when up-to-the-minute dis- 
play methods dressed up with the 
fascinating qualities of lighting 
will often make many articles of 
merchandise self-selling. The 
layout of a store interior plus a 
well-balanced arrangement of 
special and individual displays 
are really the “bait” for people 
inside your store. These mer- 
chandising schemes may be of 
highest execution, yet of little 
value as sales aids if they are not 
easily seen. That is a function 
of the interior lighting system. 
In addition, many forms of local 
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An electric sign identifies your location and makes it easier for poten- 
tial customers to find their way to your door. 


lighting will increase the atten- 
tion value of any individual dis- 


play, making it more powerful 


in self-selling performance. 








How can your sales be in- 
creased ? 

By making it easier for cus- 
tomers to buy and for salesmen 
to sell. 


How can you make it easier for 
customers to buy? 

By having your merchandise 
easily accessible; by displaying 
merchandise so that it can be seen 


each item. 


How can you make it easier for 
clerks to sell? 











and examined; by plainly pricing 


Ask Me Another 





By scientific store arrangement 
to obviate unnecessary walking, 
ladder climbing, hunting for 


7 


goods, etc. By having seasonable 
goods in convenient locations 
during the selling season. By 
grouping companion merchandise 
in both stock and display. 


Why is ease such a factor in 
retailing ? 

Because you are dealing with 
the human element, and every 
human being is as lazy as he dares 
to be. More sales are lost because 
goods are not easily accessible, 
than through actual “outs.” 

Llew S. Soule. 
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EQUIPMENT 
THAT EVERY BOY SCOUT 


SHOULD 
HAVE 














BOY SCOUT WEEK 


February 7% to |3% 
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CTION stops ’em! So here 
is your stopper for this 
week. Flame leaps up 
and licks that grill in such realis- 
tic fashion that scouts and their 
dads will admire your clever dis- 
play and look with favor upon 
your wares. 

No need to describe it. The 
drawing at the right shows the 
whole works. 
the back of the display, of course, 
in order to see the mechanism 
that fans the flames. Note in the 
window picture you see only the 
points of the flames, because the 
cutout of the boy, coffee pot, etc., 
hides the fan and lights. You 


will need to set up a background 


You are viewing 
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behind the boy and paint it dark 
green. That is the circle is cut 
out and the background placed 


back of the fan and lights. This 









Original | 


gives an effect of depth, or third 
dimension. 

The cerners of the window 
have real evergreen branches. Or, 








This is the 
back view of 
the action dis- 
play for the 
Boy Scout win- 


dow shown 
above. Its 
clever ar- 


rangement of 
the fan and 


- ie ne ELECTRIC FAN 
lights will give ante 
you a window ANO YELLOW 
which will be NARROW RIBBONS 
FASTENED TO 
the talk of THE FRAME 
your commu- 
nity. 
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TWO SPOTLIGHTS 
PLANING ON THE 
RiBBONS 






















































Lots Of Things Here 
To Dress Up Your 
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if you cannot obtain real ever- 
greens green crepe paper may be 
pasted to the window to give a 
similar effect. However, an ef- 
fort should be made to procure 
the real article. 


The Housefurnishings 
Window 


The attractive display of 
housefurnishings will do a lot to 
build up your patronage among 
the women folks. An appear- 
ance of newness, fresh stocks, re- 
fined and appealing colors will 
attract the discriminating shopper 
and the rest will follow. Our 
window of this merchandise is a 
suggested arrangement that you 
can use to advantage. 
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1 Window Suggestions . 


The Drawings Are Easy to Make This Way 


STIMATE the number of 
times larger you wish to 
make the drawing than the pic- 
ture to be copied. Draw, lightly, 
the same number of 
lines as shown here 


give you the ability to make 
striking displays that are entirely 
original and will pay you well 
for the effort. 


| 





making them corre- 


Ce 








spondingly wider 
apart. This will 
give you a series of 


A 








squares enlarged so 
that when you plot 
out the sketch, you 
will find it easy to 
get an accurate copy 
properly enlarged. - 











A little practice 
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on these posters will t 
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W indows—Large or Small 


HETHER your windows 
are of the high, wide 
and handsome variety 
or smaller type, here are actual 


windows that will offer sugges- 
tions for your use. Also these 


windows show how other firms 
are presenting the increasingly 


popular lines that are reaching 
the consumer through the outlet 
of the independent hardware re- 
tail store. Housefurnishings and 
electrical appli- 
ances, stoves and 
other items of 
higher unit of 
sale are well rep- 
resented in this 
selection of win- 
dow displays. 
The housewife 
is intrigued, in 
the window from 
The Knight Hard- 
ware and Paint 
Co., shown at the 
top of this page, 
by the display of 
modern _ stoves. 
This is in line 
with the trend of 
the times. Show 
merchandise that 
is calculated to 
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create desire in the mind of the 
modern homekeeper. 

Morehouse & Wells, Decatur, 
Ill., whose windows frequently 
appear in these pages, know hew 
to create the desire for new and 
better appliances by showing the 
new ideas in an attractive and 
appealing way. Their window 
appears at the foot of page 44. 

Frequently a 
store desires to 
show a wide va- 
riety of house- 
hold needs. Such 
a display is 
shown at the top 
of this page. It 
comes from 
the Geo. Mayer 
Hardware Co., 
Denver, Colo. In 
the foreground a 
display of glass- 
ware is_ shown. 
Price tickets tell 
a sales story that 
helps move mer- 
chandise. 

The small win- 
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dow of lamps and electric clocks 
at the bottom of this page was 
used by Jere Woodring, of Hazle- 
ton, Pa. The trim here empha- 
sizes the appeal to the decorative 
side of the home, and with bril- 
liantly colored flowers to aid it, 
make a strong appeal, particu- 
larly at this season. 

Make the most of the oppor- 


tunities of the season. While the 
long evenings last is the time to 
push lamps, and this window dis- 
play will present them in a way 
that will help materially to move 
them. 

Fresh merchandise, fresh win- 
dow trims are among the most 
important things to keep moving 
these days. 
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SANDERSVILLE, Ga.: Who makes a 
screw pin nut cracker which is fast- 
ened to the center of a wooden bowl? 
—C. A. Adams. 

ANSWER: Spurling Plating Co.. 
Waco, Tex. 

* * *% 

Corona, L. I., N. Y.: Furnish ad- 
dresses of manufacturers making glass- 
covered house numbers in one piece.— 
Louis Dunaief. 

ANSWER: U. S. Radium Corp., 535 
Pearl St., New York, N. Y., and Breen 
Radium Products Co., 452 Lexington 
Ave., New York, N. Y. 

* % * 

Keene, N. H.: Who makes the Silex 
coffee maker ?—Knowlton & Stone Co. 

ANSWER: Silex Co., Hartford, 
Conn. 

* *% % 

Fort Wortn, Tex.: Furnish ad- 
dress of the C. H. Dana Co., manu- 
facturers of dairy and livestock sup- 
plies—Crouch Hardware Co. 

ANSWER: C. H. Dana Co., W. Leb- 
anon, N. H. 

*% % * 

Dansury, Conn.: Who makes the 
Milwaukee milk bottle filler and cap- 
per?—H. E. Meeker. 

ANSWER: Cherry-Burrell Corp., 427 
W. Randolph St., Chicago, Il. 

* * * 


Monrciair, N. J.: Where can self- 
closing covers for ash cans be ob- 
tained?—R. Mockler. 

ANSWER: This item is made by 
Woodworth Specialties Co., Bingham- 
ton, N. Y., and distributed by Chas. G. 
Street, 147 Chambers St., New York, 
Ne 

*% * % 

Stevens Point, Wis.: Furnish name 
and address of the manufacturer pro- 
ducing sectional bookcases bearing the 
name Macey.—Weller Hardware Co. 

ANSWER: Macey Co., Grand 
Rapids, Mich. 

* * *% 

BETHLEHEM, Pa.: Advise if there is 
a party in New York who replaces 
broken blades in pocket knives.— 
Krause Hardware. 

ANSWER: Edw. Weck & Son, 206 
Broadway, New York, N. Y. 

* % * 

OktAHoMa City, Oxia.: Who makes 
ornamental dust pans of the self-tilt- 
ing type, having handles 26 or 36 inches 
long ?—Pettee’s. 

ANSWER: National Enameling & 
Stamping Co., Milwaukee, Wis.; Pat- 
ent Novelty Co., Fulton, Ill., and New 
Delphos Mfg. Co., Delphos, Ohio. 
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Information regarding 
sources of supply as pro- 
vided readers of Hardware 
Age by its Buyer’s Catalog 
Department is here pre- 
sented as an aid to others 
in the trade who may be 
seeking the same articles. 
The inquiries reproduced 
have been selected because 
of their general interest to 
hardware merchants and 
buyers. 


New York, N. Y.: Who makes ex- 
tension pliers which extend to a length 
of about 20 inches and bear the name 
Chicago?—Hardware Export & Import 
Co. 

ANSWER: Chicago Tpol & Kit Co., 
429 W. Superior St., Chicago, III. 

* * & 


ScarspaLe, N. Y.: Where can can- 
vas log carriers, like those featured by 
New York stores, be secured? Also ad- 
vise who makes split-proof clothes pins, 
having a wire around -their necks.— 
Walter A. Hoblin, Inc. 

ANSWER: (1) W. W. Stanley Co., 
359 Broadway, New York, N. Y. (2) 
Diamond Match Co., 30 Church St., 
New York, N. Y. 

* * % 

Irnvinc, Texas: Who makes the Dia- 
mond gasoline lantern?—Irving Hard- 
ware Co. 

ANSWER: Akron Lamp Co., 592 S. 
High St., Akron, Ohio. 

*% *% * 

Bounp Brook, N. J.: Provide names 
of several manufacturers making snow 
plows for road work, which may be 


attached to the front end of a tractor 
—James C. Hansen. 

ANSWER: Baker Mfg. Co., 524 
Stanford Ave., Springfield, Ill.; La 
Plant-Choate Mfg. Co., Cedar Rapids, 
Iowa, and Embert C. Osgood, Ells- 
worth, Me. 

* *% * 

Battimore, Mp.: Furnish address of 
Silver, a jobber of key blanks who 
we believe is located in New York City. 
—Davis Paint & Hardware Co. 

ANSWER: D. Silver & Co., 19 Essex 
St., New York, N. Y. 


* * * 


Cuester, Pa.: Who makes Darco 
charcoal?—Chester Hardware Co. 

ANSWER: Darco Sales Co., 45 E. 
42nd St., New York, N. Y. 


> @ © 


Jouiet, Itt.: Who makes a power 
flour sifter suitable for use in a maca- 
roni factory?—Kaffer Brothers. 

ANSWER: Wolf Co., 63 Commerce 
St., Chambersburg, Pa. 


- * ¢ 4 


New York, N. Y.: Provide address 
of the Mohawk Fire Detector Co.— 
Hammacher, Schlemmer & Co. 

ANSWER: Mohawk Electric Co., 60 
Howard St., Irvington, N. J. 


* 2 © 


QueBec, Que., Canapa: Furnish 
name and address of the manufacturer 
of Larimer door closer—The Chinic 
Hardware Co. 

ANSWER: Larimer Co., Aurora, Ill. 


* + 


Wetsu, La.: Who makes Empire 
Oak heating, stoves?—The Emporium. 
ANSWER: Metal Ware Corp., Two 
Rivers, Wis. 
* * * 

SoutH Benp, Inp.: Furnish address 
of Strombeck-Becker Mfg. Co., makers 
of toy building blocks.—Weiss-Muessel 
Co. : 

ANSWER: Moline, III. 


* @ 


Pompano, Fia.: Who makes the 
Iron Age line of farm implements?— 
Sunylan Hardware Co. 

ANSWER: F. H. Bateman Co., 
Ledger Bldg., Philadelphia, Pa. 


* @¢ 


New Britain, Conn.: Advise address 
of the Proos Co., who manufacture 
decorative cookie cutters.—Kolodney 
Bros. 


ANSWER: Proos Mfg. Co., Grand 
Rapids, Mich. 
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RUSSELL SANDERS 


President and Treasurer, 
H. M. Sanders Co., Boston 
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H. M. Sanders Co. 


“Make It With Tools” 


WARMWSRE 


Floor Specials 


TO MAKE 
EasyHousekeeping 
Rubber Stair Treads 


1s* WIDTH 


19¢ ea. 
ewe” 
Alse 24° Width 


Save wear on stairs and make - 
caves 


Wax or Polish Spreader 
FOR 


Has levg handle to preven: 
= to 
Sheopeweck it stooping over. 











1.50.. 
*-es 6 
Pint Can Johnson's liquid 
Floor Wax 
dust sot, SOS 
Gallon Special 
> M. SANDERS Co. Liquid |! 
tT” 8=§s- ss 
*e 
A JOHNSON 
WING FLOOR 
mousnen race} 
Bete | Phone HUB. 0370 
) Delivery in Greater Bosten 





H. M. 
Sanders Co., of 
Boston, wanted to 
reach a select type 
of customer they 
used ads like these. 


They Wanted 


Customers. But 




















. 
“Make I¢ With Tools” 


Cc = 
Panos, PAROWSRE 






AUTO ' 
MA Have You An 
ae RON | ie il Burner? 
© dines,on hase eaattt isp ; 
= site Rubbich’ 
Zin! 
Rubbish Container 






Y Bus 
Sioa rare $3.79 












Phone Hub. 0370 


27 Stuart St 
__“"_tuart St. | 














they must be desirable, conservative 
and permanent 


Russell Sanders, president 

and treasurer of the H. M. 
Sanders Co. of 27 Stuart Street, 
Boston, launched an interesting 
campaign of newspaper advertis- 
ing in an effort to determine just 
how valuable this type of pub- 
licity might be for his organiza- 
tion. 


6 hs or eight months ago, 


In addition to its retail trade, 
the H. M. Sanders Co. has al- 
ways taken a large contract busi- 
ness in builders’ hardware and 
in supplying the needs of fac- 
tories, institutions, etc. At pres- 
ent, when building is being cur- 
tailed and new projects are en- 
tered upon cautiously, the time 
seemed ripe to Mr. Sanders to 
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develop thoroughly the potenti- 
alities of the concern’s retail 
trade, less affected by these con- 
ditions. 

Accordingly, he decided to ex- 
periment with weekly newspaper 
advertising. 

Committed to Quality 


The organization, always com- 
mitted to quality merchandise, 
must avoid any risk of cheapen- 
ing its standards. It had no wish 
to attract a swarm of customers 
by blazoning an assortment of 
low priced merchandise in its 
newspaper advertising. Such ad- 
vertising would be detrimental 
to its prestige and would fail to 


represent accurately its high 
standards. 
The advertising, naturally, 


must gain new customers if it 
were to be successful, but these 
customers must be of the most 
desirable type, conservative and 
permanent. If only a small num- 
ber of such customers were ob- 
tained each week, the advertising 
would prove its worth. For even 
four new permanent customers 
weekly would mean two hundred 
new customers during the year. 

This basic idea has determined 
the character of the store’s week- 
ly advertising. Items typical of 
the store’s high quality merchan- 
dise are selected for emphasis. 
They must have a general appeal 
and must be well suited to the 
needs of the average house- 
holder. Articles attractive from 
the seasonal angle are invariably 
an excellent choice. The price 
of the items is usually reduced 
for a period of two weeks follow- 
ing the advertisement, although 
this fact is not, as a rule, an- 
nounced. 

At first three items were 
stressed in each advertisement. 
Soon experience proved that two 
items could be most advantage- 
ously stressed in the advertising 
space allotted. Occasionally a 
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single item of outstanding value 
is exclusively emphasized. 

One typical advertisement of 
this sort, recently featured, pro- 
moted a single item, a seven and 
one-half bushel ash-barrel. This 
advertisement was captioned in a 
way to attract attention. The 
heading read, “Have you an Oil 
Burner? Do you have difficulty 
in disposing of rubbish? 3 in ] 
Rubbish Container.” A cut of the 
large barrel appeared below this 
caption. A detailed description 
beneath the cut explained the 
meaning of the “3 in 1” feature, 
as “3 times the capacity of the 
ordinary ash barrel at practically 
no. greater weight. Saves your 
putting out 3 ash barrels for col- 
lection. Reinforced with heavy 
hoop top and bottom.” The large 
sized container was priced at 
$3.79 and a smaller size at 
$2.79. 

An ad appears in Thursday 
evening and Friday morning edi- 
tions of the Herald-Traveler, 
timed to reach the peak of con- 
sumer buying on Saturday. Dur- 
ing the summer, when retail busi- 
ness was closed on Saturdays, 
the advertising was featured 
Wednesday evening and Thurs- 
dav morning. 

The results of each advertise- 


ment are checked as carefully 
as possible. Salesmen make an 
effort to learn how many of their 
customers have been brought to 
the store through the advertising, 
and sales of the featured items 
are naturally closely observed. 

While Mr. Sanders believes 
that a definite conclusion as to 
the results of the experiment can 
scarcely be reached so early, the 
weekly advertising is fulfilling its 
purpose in bringing high grade 
purchasers.to the store. To as- 
certain. accurately the value of 
the results in new business in 
comparison with advertising ex- 
penditure will, of course, re- 
quire a more extended trial. 

‘In the meantime, one of the 
significant achievements of the 
experiment is to be found in the 
quality type of hardware adver- 
tising that the H. M. Sanders Co. 
has developed. With emphasis 
directed to selected items and 
with the stress upon quality 
rather than price appeal, the ad- 
vertising reflects the character of 
the organization behind it in an 
admirable way. It serves to keep 
the name of Sanders constantly 
before the public and the charac- 
ter of the appeal enhances the 
prestige of this well and favor- 
ably known house. 
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Opportunity in Electrical Appliance Lines 


(Continued from page 29) 


where suitable men may be 
trained very quickly to handle 
all service. 

The most important phase of 
the electrical department, says 
Mr. Weyhemmeyer, is the oppor- 
tunity the hardware merchant has 
with his established store traffic 
to add items that sell at fairly 
high amounts. The sale of even 
a few major appliances offsets 
the limited margins of many 
small volume sales which are 


quite necessary and a_ proper 
part of the hardware business. 
In recent years the company 
has added electric pumps and 
electric power tools. In both 
cases a careful study of the local 
market determined what was 
needed and could be sold. The 
store in a short time has estab- 
lished a reputation on both lines 
and has one man who has become 
quite an expert on the use and in- 
stallation of electric pumps. 
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New Catalogs and Helps 


Available from Manufacturers 


Star Heel Plate Co. 
Issues Catalog No. 16 


An attractive catalog has been issued by 
The Star Heel Plate Co., Newark, N. J., 
in which is illustrated the company’s line 
of heel plates, shoe lasts and stands, cob- 
bler sets, repair jacks, corn shellers, rivet- 
ing machines, hardware specialties, pitch- 
ing horse shoes, quoits, putting shot, 
dumbbells, etc. Catalog No. 16 contains 
more than 100 pages of illustrated de- 
scriptions. In addition there are illustra- 
tions of Star heel plate display cards and 
of Star combination assortments. Acces- 
sories and parts are also shown. 





Dubilier Issues 
Catalog No. 121 


A new catalog has just been issued by 
the Dubilier Condenser Corp., New York 
City, Catalog No. 121, carries descriptions 
of the latest items in the Dubilier line of 
condensers, including service kit for by- 
pass and filter block repair work, high 
and low voltage electrolytic condensers in 
aluminum can and paper wrapper form, 
micadons in molded bakelite and metal 
clips, laboratory and transmitting mica 
condensers, and new capacitors for ultra 
short wave transmitters. 





Vichek Tool Co. 
Issues New Catalog 


An attractive catalog has been issued by 
The Vichek Tool Co., Cleveland, Ohio. To 
aid in simplification of stocks of Vichek 
Parabolic carbon steel engineers’ wrenches 
and cap screw wrenches, certain members 
of the line have their numbers and list 
prices printed in red. Red numbers in- 
dicate the wrenches recommended by the 
maker as being fast moving numbers. The 
others, shown in black figures, are made 
only to enable the dealer to meet compe- 
tition and merely to provide additional 
combinations. The maker states that the 
red numbered items include all openings 
embraced in the entire list on that page, 
and that they will fit any standard bolt or 
nut made. 

Suggested list prices are given on many 
of the items. Dealer displays are also 
illustrated and described. Among the 
lines illustrated and described are various 
types of wrenches, pliers, chisels, ham- 
mers, bricklayers’ tools, automotive tools, 
screw drivers, tool kits and snips. 





Catalog Shows Features 
of Cyclone Fence Line 


Catalog C-32 shows Cyclone “Red-Tag”’ 
fence and products, made by Cyclone 
Fence Co., Waukegan, Ill. Various mem- 
bers of the “Red-Tag” line are illustrated 
and described. Diagrams indicate the fea- 
tures of Cyclone lawn fence. Some of the 
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lines are illustrated to show their use. 
Catalog also shows parts and their use and 
installation. Some of the items shown are 
flag poles, clothes line poles, window 
guards, partitions, playground equipment, 
wire baskets, plant guards and props, wire 
screen cloth, trellis, flower bed and lawn 
borders, chain lawn guards, backstops and 
cemetery arches. Sales offices are men- 
tioned and the company’s nine plants are 
illustrated. 





Booklet on Stainless 
Steel Shows Its Uses 


The American Stainless Steel Co., Com- 
monwealth Building, Pittsburgh, Pa., has 
issued a booklet entitled “Forward wiih 
Stainless,” which gives data as to some of 
the physical properties of stainless steel. 
Illustrations show uses of the material in 
various products and industries. A _par- 
tial list of corrosive agents to which stain- 
less steels are either wholly or practically 
immune is indicated in the booklet. In- 
formation of interest to metal product de- 
signers, fabricators of metals, architects 
and builders, hardware dealers, cutlery 
manufacturers, the automotive field and va- 
rious trades and professions is included in 
the booklet. 


Westinghouse Lamp Co. 
Booklet on Sales Helps 


The Westinghouse Lamp Co., 150 Broad- 
way, New York City, has issued an at- 
tractive illustrated booklet, “Opening the 
Highway to Better Business.” The book- 
let illustrates sales helps, window displays, 
merchandising tables, merchandisers, lamp 
demonstrators and inside signs, sales pro- 
motion folders, home lighting books, letter- 
heads and billheads, calendars and_blot- 
ters. Cost information on various dealer 
helps is indicated. Pages include illus- 
trated descriptions of the displays for this 
year. The booklet also contains merchan- 
dising data. It is available from district 
branches of the company. 





Electric Sprayit Co. 
Issues Catalog No. 32 

The Electric Sprayit Co., Inc., South 
Bend, Ind., has issued catalog No. 32, show- 
ing hand sprayers and specialties for the 
agriculture industry and the home. The 
history of the company is outlined in the 
booklet. Hand and power sprayers of va- 
rious kinds for varied uses are described 
and illustrated in the catalog. Price in- 
formation, code names and specifications 
are included in the catalog. There are also 
illustrations of the various products in 
actual use, 





Thirty-fifth Illinois Convention 


(Continued from page 36) 


was devoted to consideration of Public 
Utility Competition and cooperation. 
Ell C. Bennett, editor, Electrical 
Dealer, objected to being introduced 
as a “utility man,” just because his 
company also publishes a paper cir- 
culated among utilities. He told of 
his observations for many years in the 
electrical industry and quoted an early 
comment of the N. E. L. A. to the 
effect that selling electrical appliances 
was part of another business. Quoting 
the opinions of 50 manufacturers, he 
said, while still a factor, the contractor- 
dealer was a diminishing factor, be- 
cause, unlike the hardware dealer, he 
lacked store traffic. 

In an informal discussion which fol- 
lowed, several dealers cited abuses of 
utility competition as faced in their 
localities. These included unfair terms, 
cut prices, free merchandise, unwilling- 
ness to supply power, etc. 

The final speaker was J. W. Busch, 
assistant vice-president, Illinois Power 
& Light Co., Chicago, IIl., whose re- 
view of both sides of the utility ques- 
tion was considered so fair the asso- 
ciation plans to print in full his paper 
and distribute it to all members. He 
told of utilities efforts to pioneer new 
lines which later became profitable 


merchandise for dealers, said 75 per 
cent of sales of appliances were made 
on cold canvass, and that regardless of 
the final outcome of the Kansas law 
prohibiting utilities to merchandise, 
they would not consider resuming their 
sales activities. On the latter situa- 
tion, he said he had on his desk ample 
clippings from Kansas papers showing 
present competition of price and terms 
far worse than ever charged against 
utilities, and said some of the adver- 
tisers were hardware dealers. He men- 
tioned several specific products that 
were being. offered at extremely low 
prices and at unusual terms. 

At the closing session, G. R. Swank, 
Galva, became president, succeed- 
ing Mr. Schroeder, and Herbert W. 
Giessing, East St. Louis, was chosen 
Paul W. Mulliken 
continues as managing-director. Mr. 
Schroeder succeeds L. D. Nish as chair- 
man of the executive board. Directors 
selected are G. C. Englehardt, Chicago; 
C. E. Bradley, Blue Mound, and P. W. 
Freeman, Urbana. 

During the convention a well-rounded 
program of social features and enter- 
tainment was provided for delegates 


as vice-president. 


and their ladies. 
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HARDWARE AGE 
ADVERTISING 


SERVICE HARDWARE AGE 


FOR THE 


WEEK ADVERTISING SERVICE 


By Samuel Kalp 


| HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 

planned to help every hardware store make its advertising more practical 

, ea and effective by the liberal use of human interest illustrations. Copy is 
V7 always supplied in so far as it is practical for use by all of our clients. 












Take a Look 
at Our 


SATURDAY 


















The description and pricing of the items must necessarily be left to the in- 
SPECIALS dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layouts keep in mind that brief, to the point 
They'll save you money. descriptions are the most effective. The style, size, colors, unusual fea- 
All perfect merchandise tures, or special economies effected by the use of the item should be given. 
ne a” ee If greatly reduced, it is sometimes desirable to show former as well as 
for Saturday Only. Quan- reduced price. If any question arises concerning the use of these ads, write 
— are limited—Come si us. You’ll find us willing to help you sell more hardware at all times. 
rly! 
If you have local stereotyping facilities, request the complete sets of mats 
of all the advertising illustrations of these two pages, inclosing your check 
for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 
" ° cut when less than ten cuts are ordered; when ordering ten cuts or more 
(List Special Items figure the charge at 30c. for each cut ordered. Inclose check with order, 
With Prices) please—this saves bookkeeping of small amounts. Send all orders to 
HARDWARE AGE ADVERTISING SERVICE 
: 239 W. 39th St. New York City 
2 
(All Ads Are Planned Six Weeks in Advance to Give You Ample 
Time to Order Illustrations) 
YOUR STORE NAME 
Extra! Extra! 
Old Fashioned 
Here are your needs at prices you can 


afford even if you have taken a cut in 
your salary. We've slashed our prices 
on our regular merchandise—the prices 
are the lowest we’ve seen for such 
high-grade things. Now is the time 
to buy! 





Final Clearance 
of Luggage 


Here is your opportunity to 
get real high grade luggage 
at prices that will enable 
you to save enough to pay 
f i rt of your trip. s 
eee ne P (List Hardware Items 


With Prices) 


(List Items 
With Prices) 


YOUR STORE NAME YOUR STORE NAME 
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HARDWARE AGE 
ADVERTISING 





SERVICE 


Plan Your Advertising Ahead 
and cada from Going Behind 





Thrifty shoppers will be at our Store early Wednesday (date). 
The greatest money saving event in our history—join the happy 
crowd and make some real savings! 


Electrical Things Hardware Kitchen Utensils | 





Electric Toaster Kitchen Scale 


$0.00 (List Dollar Items $0.00 


The kind of toaster you With Prices) 


would expect to pay twice 
this price. Heavy nickel 
plated—heat proof handles 
— flip flop model — toast 


A fine Household Scale at 
a real bargain price — 
white tile platform—double 
standards — accurate slant- 





turns itself—complete with 
plug and cord. 


(List Electrical 
Things 
With Prices) 


ing dial — glass _ front. 
Enameled in a nice shade 
of green. Capacity 25 Ibs. 


(List Kitchen 
Utensils 
With Prices) 








TIRE CHAINS 
$0.00 


Buy them now for Spring driving. Don’t try to get through 
the spring with old worn out chains. It’s dangerous. Buy 
now at this sensationally low price. Good for Dollar Day 
only. 


YOUR 





STORRS 


FINAL CLEARANCE 





YOUR 
CHOICE 


2 


PRICE 


B9 


Here they are—odds and ends 
to be sure—but all fine quality 
merchandise that must be cleared 
at once. Think of it, F 
PRICE for this list. Quantities 
limited ! 


(List Items 
With Prices) 


YOUR STORE NAME 

















If Your Hand Is Itching to Grasp a 
Racket—Come in Today 


TENNIS SUPPLIES 


at Bargain Prices 


You'll find everything you need in the way 
of tennis supplies at rock-bottom prices. 
Their high quality will help you win 
many a match this summer. 





(List Tennis Supplies 
With Prices) 


YOUR STORE NAME 
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Start Your Game 
Right This Year 


You can’t play a good game of 
golf with inferior supplies. Here 
is your opportunity to buy fine 
quality things at prices you are 
accustomed to see on the very 
“cheap” things. 


(List Golf Supplies 
With Prices) 


YOUR STORE NAME 
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Attendance 20 Per Cent Greater at 1932 
Housefurnishings Show 


The fifth annual National 
Housefurnishings Exhibit, held 
Jan. 10 to 16 at the Stevens 
Hotel, Chicago, was the largest 
show ever held by the National 
House Furnishing Manufactur- 
ers’ Association, Attendance of 
buyers was fully 20 per cent 
greater than last year and at 
least 25 per cent more lines were 
exhibited during the week. Three 
entire floors of the hotel housed 
the displays, which were ‘well at- 
tended each day. Visitors rep- 
resenting wholesale hardware and 
housefurnishings firms, depart- 
ment stores, chain organizations 
and syndicates came from all 
parts of the country. An inter- 
esting feature of the registration 
was the greatly increased number 
of well known hardware firms 
represented. Held the same 
week as the Illinois Retail Hard- 
ware Association, many members 
of that body visited the entire 
show, looking at new lines and 
learning about new merchandis- 
ing programs. 

A new feature of the 1932 
show was the housefurnishings 
newspaper advertising exhibit, to 
which leading retail firms were 
invited to contribute for display 
their best and most effective ad- 
vertising during 1931. Among 
those judged to be the best of 
the display were several hardware 
firm ads, notably one from Weed 
& Co., Buffalo, N. Y., which at- 
tracted considerable comment. 


The annual dinner and enter- 
tainment of the National House- 
furnishings Buyers’ Club was 
held Wednesday evening with 
good attendance. The program 
included music, entertainment 
and dancing and a well received 
lecture entitled “How to Win a 
Business Argument,” delivered 
by Prof. R. C. Borden and A. C. 
Busse, both of New York Uni- 
versity, New York City. This 
presentation was premised on an 
analysis of 15,000 sales situations 
and was reported to have been 
heard and satisfactorily tested by 
more than 400 sales organiza- 
tions. 

Thursday night the House- 
wares Club of Chicago enter- 
tained with a stag smoker, also 
an annual affair which was well 
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WARREN EDWARDS 


crowded by enthusiastic members 
and their guests. 

The show itself was under the 
direction of Warren Edwards, 
secretary of the National House- 
furnishings Manufacturers’ Asso- 
ciation, whose offices are at 228 
North La Salle Street, Chicago, 
Til. Incumbent officers of this 
organization are W. J. Vollrath, 
Polar Ware Co., Sheboygan, 
Wis., president; H. H. Kimball, 
Landers, Frary & Clark, New 
Britain, Conn., and E. M. Grable, 
Aluminum Cooking Utensil Co., 
New Kensington, Pa., both vice- 
presidents, and W. H. Doherty, 
Queen Mfg. Co., Chicago, treas- 
urer. 


MAINE MFG. CO. HOLDS 
SALES CONVENTION 


Plans for expansion in the 
electrical refrigerator field by 
The Maine Mfg. Co., Nashua, 
N. H., were announced at the 
company’s convention of district 
sales managers held in that town 
Jan. 14-16, when the 1932 elec- 
trical refrigerator line was dis- 
played. Philip Ellis Stevens, 
president, welcomed the conven- 
tion; Isaac Blaine Stevens, vice- 
president, outlined the history of 
the company, and T. L. Reynolds, 
sales manager, electrical divi- 
sion, summed up the electrical 
refrigeration market for 1932. 
Advertising plans were an- 
nounced at the convention. 

Francis H. Maaz, secretary and 
credit manager; Donald _ S. 
Smith, service manager; Lewis 





Hartford, resale manager, and 
Gordon M. Blakeley, factory 
superintendent, spoke upon the 
functions of their departments, 
etc. 


STANDARD ELECTRIC 
STOVE CO. NAMES AGENTS 


The Standard Electric Stove 
Co., 1718 North Twelfth Street, 
Toledo, Ohio, has announced the 
appointment of four distributors, 
carrying stocks, equipped with 
dealer’s sales helps and author- 
ized to establish Standard deal- 
ers in their territories. B. W. 
Smith, Inc., Cleveland, Ohio, is 
handling northeastern Ohio, 
while Columbus Ignition Co., Co- 
lumbus, Ohio, is handling cen- 
tral and southwestern Ohio. In- 
dependent Electric Co., Muske- 
gon, Mich., is handling central 
western Michigan, while central 


eastern Indiana is being handled | 


by Miller Bros. Hardware Co., 
Richmond, Ind. 





MASSEY HARDWARE CO. 
ELECTS NEW DIRECTORS 


Officers -and directors of the 


Massey. Hardware Co., Wichita, 


Kan., were elected at the recent 
annual meeting. For the twenty- 
third time the following officers 
were elected: President, John 
Massey; vice-president, Harry D. 
Howard, and secretary-treasurer, 
Ambrose Bowdish. Directors ate 
the three officers and Fred G. 
Spencer, F, P. Yungmerer, T. M. 
Mallory and G. L. Moore. 


JACOBS, FIEL ADDRESS 
WESTERN MASS. DEALERS 


State Senator Leslie E. Jacobs, 
Auburn, Me., president, New 
England Retail Hardware Deal- 
ers’ “Association, and George <A. 
Fiel, Boston, Mass., secretary of 
the association, addressed mem- 
bers of the Western Massachu- 
setts Hardware Dealers’ Associa- 
tion in Springfield, Mass., Jan. 
13. The meeting was a dinner 
session at the Hotel Highland. 





JUERGENS HARDWARE 
NOW IN NEW QUARTERS 


After thirty years at Fourth 
Street and Wabash Avenue, Terre 
Haute, Ind., the hardware store 
of J. A. Juergens has moved to 
726 Wabash Avenue. 





HALPIN NOW SECRETARY 
UNDERHILL, CLINCH & CO. 


John Halpin, who is well 
known in Metropolitan hard- 
ware circles, was elected secre- 
tary of Underhill, Clinch & Co., 
wholesale hardware, 84-86 White 





JOHN HALPIN 


Street, New York City, at a 
meeting of the company’s board 
of directors held on Jan. 26. 

He succeeds Emile A. Tissot, 
who resigned on Jan. 1, after 
having been affiliated with the 
firm for more than fifty years. 
Mr. Halpin will continue to 
serve the company as assistant 
sales manager in addition to as- 
suming his new duties as an 
official of the firm. 

Before joining Underhill, 
Clinch & Co., six years ago, he 
had spent ten years with ihe 
wholtsale hardware firm of Chas. 
J. Smith & Co., Jersey City, N. J. 





H. G. CLARK ACQUIRES 
SHELBY, N. C., STORE 


H. G. Clark, Mount Holly, 
N. C., has purchased the Farmers 
and Planters. Hardware Store, 
Royster Building, South Lafayette 
Street, Shelby, N. C. Mr. Clark 
bought the stock from Charles 
Nuchols, Charlotte, N. C., who 
purchased it from Henry Massey 
and associates recently, Mr. 
Clark was formerly with the 
Massey - Clark Hardware Com- 
pany, Mount Holly. 





G. W. JAMES STORE IS 
IN NEW LOCATION 
George W. Janes, McKinney, 
Tex., hardware and implement 
dealer, has moved his business to 
the Fox Building, East Virginia St. 
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Pacific Hardware Co. Succeeds 
Sloss & Brittain, San Francisco 





New Firm Will Operate on Cooperative Principle with 
Retail Hardware Merchants as Stockholders 


The Pacific Hardware Co., 1400 
Howard Street, San Francisco, 
Cal., has been incorporated un- 
der the laws of that state, with 
an authorized capital of $650,- 
000. The company is a successor 
to the wholesale hardware busi- 
ness of Sloss & Brittain, having 
acquired the assets of the latter 
firm as of the close of business, 
Dec. 5, 1931. 

Stockholders in the newly 
formed company will consist 
principally of retail hardware 
dealers of California. The com- 
pany’s intended mode of opera- 
tion will follow the profit-shar- 
ing principle after the manner of 
the Hall Hardware Co., Minne- 
apolis, Minn. 

- Officers of the company are: 








GEO. F. GRAHAM 





E. P. Epps, president, Fortuna, 
Cal.; Joseph Sloss, vice-president, 
San Francisco, Cal.; George 
Cranston, treasurer, and Geo. F. 
Graham, secretary-general man- 
ager. The board of directors is 
composed of R, J. Liston, Mor- 
gan Hill, Cal.; Fisk Harlow, Ba- 
kersfield, Cal.; Frank Bremer, 
Yuba City, Cal., and G. E. Hall, 
Minneapolis, Minn. 





TILLMANNS TO LEAVE 
REMINGTON DIVISION 


C. W. Tillmanns, works man- 
ager, Remington Cutlery Di- 
vision, in Bridgeport, Conn., has 
resigned, as of Feb. 1. As yet 
no plans have been announced 
for the future. Mail will reach 
him at his residence, 3009 Park 
Avenue, Bridgeport, Conn. 





NEW ORLEANS PAINT 
CLUB PLANS BANQUET 


The Feb. 3 meeting of the 
New Orleans Paint, Oil & Var- 
nish Club, to be held at the 
New Orleans Athletic Club, New 
Orleans, La., will be in the form 
of a carnival banquet for mem- 
bers of the club and their execu- 
tive employees. Members of the 
National Association in town at 
that time are invited to com- 
municate with Ivan  Siekmann, 
American Can Co., 602 N. Cor- 
tez Street, New Orleans, La. 





A. F. FISHER IS MANAGER 
OF ROBESON ROCHESTER 


Albert F. Fisher was recently 
made first vice-president and gen- 
eral manager of Robeson Roches- 
ter Corp., 176 Anderson Avenue, 
Rochester, N. Y." Charles W. Sil- 
cox is now sales manager, while 
W. W. Plankinton is assistant 
sales manager. 
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H. C. WOOLLEY SPEAKS 
TO CHICAGO ASS’N 


Herbert C. Woolley, a director 
of the Chicago Retail Hardware 
Association, was the principal 
speaker at that body’s regular 
monthly meeting held Friday, 
Jan. 8, Merchandise Mart, Chi- 
cago, Ill. There were 308 pres- 
ent, with newly elected president 
L. W. Fisher presiding. Talking 
as one retailer to another and 
drawing on his own successful 
experiences, Mr. Woolley em- 
phasized a dealer’s obligation to 
his community, his opportunities 
for service, the importance of 
catering intelligently to women 
customers, the need to meet 
prices as existing and told how 
loss leaders may be efficiently 
used to build worth while and 
permanent business. On each 
phase of his talk he cited spe- 
cific examples and stuck rigidly 
to practical points which made a 
great impression on those in at- 
tendance. Secretary J. C. Amis 
took care of the duties of his 
office. 


NICHOLAS HAS CHARGE 
OF RCA VICTOR SALES 


E. A. Nicholas has been elected 
vice-president in charge of sales 
of RCA Victor Co., Inc., New 
York City. He began his career 
as messenger boy for the United 
Wireless Co. in 1909, later going 
to sea as an operator. In 1924 
he was assistant to David Sar- 
noff, then vice-president and gen- 
eral manager of the Radio Corp. 
of America. 

In 1930 he resigned as head 
of the Radiola Division, RCA 
Victor Co., to organize his own 
radio distributing company in 





Chicago, and returned to RCA 
Victor in 1931 as general sales 
manager. 


S. GREENBURG IS WITH 
BUNSEN OIL BURNER 


Shafer Greenburg was recently 
appointed midwest sales manager 
of the Bunsen Oil Burner Corp., 
1409 Park Street, Hartford, 
Conn., with headquarters at 213 
West Austin Avenue, Chicago, 
Ill. Mr. Greenburg is well 
known among hardware men, 
having previously sold to this 
trade the products of Landers, 
Frary & Clark, Hart-Parr Co., and 
other firms making hardware and 
electrical appliances. He was a 
charter member of The Nut- 
meggers. 


BROOKLYN DEALERS 
DISCUSS CONVENTION 


The Jan. 14 meeting of the 
Brooklyn Hardware Dealers As- 
sociation, held at the Johnson 
Building, Brooklyn, N. Y., was 
given over to a discussion of the 
convention and exhibit of the 
New York State Retail Hard- 
ware Association. Tickets for 
merchants and for their custom- 
ers were distributed at the meet- 
ing as well as descriptive ma- 
terial. 

President Robert Hammond 
conducted the meeting. Acting 
secretary Russ Atkinson, Jr., 
read a report of the previous 
meeting. R. J. Atkinson, former 
president N.R.H.A., spoke to ihe 
members and guests about the 
convention and exhibit. 


HENRICKS & HOWELL 
EASTERN AGENTS FOR 
AMERICAN HANDLE CO. 
Henricks & Howell, 41 Murray 

Street, New York City, have been 

appointed Eastern territory sales 

representatives for American 

Handle Co., Jonesboro, Ark. The 

eastern territory comprises New 

York, New Jersey, Pennsylvania 

and Virginia. 

AMERICAN FORK & HOE 
BUYS LAWNCOMB RAKE 
The American Fork & Hoe 

Co., Cleveland, Ohio, has pur- 

chased the “Lawncomb” steel 

lawn rake from the Eastern Tool 


& Mfg. Co., Bloomfield, N. J. 





HALVORSON BUYS NASETH 
HDW., MARIETTA, MINN. 


A. E. Halvorson, Clontorf, 
Minn., recently purchased the J. 
G. Naseth hardware store, Mari- 
etta, Minn., and reopened the 
business. 





McDONNELL & JACKSON 
BUY CHAMBERS HDW. 


T. J. McDonnell and C. W. 
Jackson have purchased the 
Chambers Hardware Co., 21 
North Twenty-seventh Street, 
Billings, Mont., and will operate 
as McDonnell & Jackson, Inc. 
D. L. Chambers has been in the 
hardware business for the last 
27 years, 17 years as proprietor 
of the business. Before being in 
the retail business he traveled 
the territory for Janney, Semple, 
Hill & Co., Minneapolis, Minn., 
previous to which he traveled for 
Simmons Hardware Co. St. 
Louis, Mo. 

Both Mr. McDonnell and Mr. 
Jackson have been traveling for 
Butler Mfg. Co., manufacturers 
of oil well supplies. Mr. Mc- 
Donnell will continue to travel, 
while Mr. Jackson will have 
charge of the store. A wholesale 
department will be added to the 
store. 


ALLEN IS PRESIDENT OF 
MOHAWK VALLEY ASS’N 


Officers of the Mohawk Valley 
Hardware Association were 
elected at the first annual meet- 
ing recently held. Harold W. 
Allen, Clinton, N. Y., is presi- 
dent, while Frank Doyle, Utica, 
N.. Y., is vice-president. P. W. 
Barker, Barneveld, N. Y., is 
secretary and Guy Finney, New 


Hartford, N. Y., is treasurer. 
Directors for two years are: 
John Rahaiser, Utica; H. S. 


Billington, Canajoharie, N. Y., 
and Ernest Palmer, Boonville, 
N. Y. Directors to hold office 
for another year are: John 
Losee, Richfield Springs, W. J. 
Bissell, Waterville, N. Y., and 
P. W. Barker, Barneveld, N. Y. 

The next meeting will be held 
Feb. 11. 


CARROLL AGAIN WITH 
TIN PLATE COMPANY 


Walter C. Carroll has again 
joined the American Sheet & 
Tin Plate Co., Pittsburgh, Pa., 
in a sales capacity. He began 
his business career with the 
company in 1902 and in 1908 
became assistant general man- 
ager of sales. In 1921 he be- 
came vice-president in charge of 
sheet steel sales for the Inland 
Steel Co., Chicago, Ill, where 
he remained until 1927, when 
he became president of the 
National Association of Sheet & 
Tin Plate Manufacturers. He 
served in that capacity until 
1928, when he became president 
of the Oil Well Supply Co., 
Pittsburgh, Pa. 
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SAVE THE SURFACE 
COMMITTEE MEETS 


The first meeting of the newly 
appointed executive committee, 
Save the Surface Campaign, was 
held at the Pennsylvania Hotel, 
New York City, Jan. 15, with 
chairman C. W. Eastwood pre- 


siding. Others in attendance 
were William Knust, M. L. 
Havey, Horace S. Felton, presi- 


dent, American Paint and Var- 
nish Manufacturers’ Association, 
George V. Horgan, general man- 
ager, Miss Lonore Kent and R. 
K. Shannon of Save the Surface 
staff. 

Many matters of importance 
were transacted, including an ar- 
rangement with the Thomsen- 
Ellis Company, Baltimore, Md., 
for the publication of a new con- 
sumer magazine entitled Tint and 
Tone, to’ replace the old Save 
the Surface Magazine, and will 
be offered to the industry at five 
cents per copy, instead of the 
rate of ten cents, at which the 
former publication was priced. 
The new magazine size will he 
8% by 11 inches, as compared to 
the 6 by 10 inch measurements 
of the former publication. Each 
issue will contain four pages of 
color and eight pages of text mat- 
ter in black and white. A “pre- 
issue” will be sent to dealers 
throughout the country within a 
few weeks. 

Special plans were also 
adopted for promoting the 
“Guide Book of Painting and 
Varnishing” at special reduced 
prices, on quantity orders, The 
following scale will prevail: 100 
or less, 15c. each; 100 to 200, 
12%c. each; 200 or more, 10c. 
each. 

Reports were submitted by Miss 
Kent and Mr. Shannon. 





MOVE BURGESS BATTERY 
DIVISION TO FREEPORT 

The Burgess Battery Co., Mad- 
ison, Wis., has announced that 
after Jan. 23 all matters pertain- 
ing to the manufacture of dry 
cell batteries will be handled by 
the Burgess Battery Co., Battery 
Division, at Freeport, Ill. All 
matters relating to exhaust muf- 
flers, intake silencers, Mountain- 
aires (window ventilators) and 
other miscellaneous acoustical 
devices will be handled by the 
Burgess Battery Co., Acoustical 
Division, East Main and Brearly 
Streets, Madison, Wis. 





HITT IS PRESIDENT OF 

A. BALDWIN & CO., INC. 

J. H. Hitt has succeeded the 
late Phil M. Warren as presi- 
dent of A. Baldwin & Co., Inc., 
New Orleans, La., wholesale dis- 
tributors. There have been no 
other changes in the officers of 
the company, L. F. Murphy be- 
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| ing vice-president and Harry J. 
Neelis, secretary-treasurer. 

Mr. Hitt entered the hardware 
field in 1900 when he went with 
Gray & Dudley Co., Nashville, 
Tenn. For twenty-five years he 
was with that company, twenty 
years of that time as director of 
purchases. In August, 1927, Mr. 
Hitt went with the Baldwin 
Company, then being reorgan- 
ized, as vice-president. 

NAME LABORATORY FOR 

CAPT. PHILIP QUAYLE 


In honor of the memory of 
Capt. Philip P. Quayle, whose 


death occurred in February, 
1931, the laboratory of The 
Peters Cartridge Co., Kings 


Mills, Ohio, has been designated 
as the Quayle Memorial Physical 
Laboratory. Captain Quayle was 
one of the outstanding men in 
America in the science of ball- 
istics, in which field he was ze- 
sponsible for several new devel- 
opments while with the United 
States Bureau of Standards. He 
joined the Peters organization 
four and a half years ago as 
chief physicist, in which capaci- 
ty he directed the work of the 
laboratory. 

Clyde T. Ervin, who came 
with Captain Quayle from the 
Bureau of Standards has been 
named as his successor and will 
carry on the work of the labora- 
tory. Mr. Ervin has made some 
refinements on “Sparkography,” 
developed by Captain Quayle. 
The process is used in photo- 
graphing ammunition as it goes 
from muzzle to target. 





GRAY HARDWARE OPENS 
IN ARLINGTON, WIS. 


J. R. Gray has opened busi- 
ness as Gray Hardware, in 
Arlington, Wis., in the store 
formerly occupied by Arlington 
Hardware. The Arlington store, 
which had operated under vari- 
ous owners for 41 years, was re- 
cently sold at auction by J. A. 
Healy. 


CENSUS BUREAU SENDING 
1931 QUESTIONNAIRES 


The Bureau of Census, De- 
partment of Commerce, Wash- 
ington, D. C., is now mailing its 
biennial questionnaires to manu- 
facturers of this country. The 
questionnaire for 1931 is simpler 
than the one for 1929, a number 
of the less important inquiries 
having been dropped. The di- 
rector of the bureau points out 
that the value of the statistics 
is dependent largely upon their 
timeliness. Cooperation of man- 
ufacturers by promptly returning 
the questonnaires is requested. 
Information should relate pre- 
ferably to the calendar year 1931, 








but if more convenient to the 
manufacturer it can cover a busi- 
ness or fiscal year ending within 
the period from April 1, 1931, to 
March 31, 1932. 

In either case it should cover 
a full year’s operations, unless 
the plant was newly organized 
or went out of business within 
the year. 


SIDEWALK SIGN SELLS 
LAWN MOWER IN JAN. 


Recently Wolff Hardware & 
Paint Co., 73 Greenwich Avenue, 
Greenwich, Conn., received a 
shipment of lawn mowers. As 
it was a warm day one of the 
mowers was placed on the side- 
walk with a sign reading: “This 
16-In. Ball Bearing Mower Will 
Sell for $8—You Can Buy It 
Now for $5.65.” The next morn- 
ing the first lawn mower was 
sold. 

R. Wolff, in commenting upon 
the effectiveness of the sign, 
said: “I now believe that you 
can sell ice in zero weather.” 








D. F. BARBER AND WIFE 
SAIL ON LONG TRIP 


D. Fletcher Barber, president, 
Chandler & Barber Co., Boston, 
Mass., and Mrs. Barber left for 
Havana, the Panama Canal and 
California on the steamship Pres- 


ident Coolidge. They expect to 
be away for about three months, 
returning by railroad. 


H. C. JOHNSON BUYS 
ATHENS HARDWARE 


Harry C. Johnson has _pur- 
chased the Athens Hardware 
Company, Athens, and 
will take charge of the business 
on Feb. 1. The stock will be 
moved to the Horton Building, 
South Jackson Street. The com- 
pany was taken over six months 
ago by Ira A. Watson, when the 
business went into the hands of 
a receiver. 


Tenn., 





OBITUARY 


J. Y. SCHELLY 


James Y. Schelly of C. Y. 
Schelly & Bros., Allentown; Pa., 
hardware dealers, died Jan. 11 
at his home in that town, at the 
age of 73. He started his busi- 
ness career as a bookkeeper for 
a music dealer, later going with 
a spice company. In 1883 his 
brothers Cyrus Y. and Joel P. 
Schelly opened a _ hardware 
store, of which he became an 
employee. Several years later 
he became a partner, when the 
present firm name was adopted. 
His brother Cyrus, senior part- 
ner of the firm, survives. 


WILL KELLER 


Will Keller, Winchester, Va., 
hardware dealer, was fatally 
shot through the heart Jan. 17 
while walking up the front steps 
of his home. A box he had 
been carrying was missing, when 
friends reached his body. Con- 
tents of the box were not known. 





JAMES DeF. PHELPS 


James DeF. Phelps, president, 
The F. S. Bidwell Co., Windsor 
Locks, Conn., hardware, imple- 
ment and lumber business, died 
Jan. 8. For 40 years he had been 
associated with the organization, 
first with F. S. Bidwell, Sr., then 
as a member of F. S. Bidwell & 
Co., and later as vice-president 
of the present company. He be- 
came president of the firm in 
1928, upon the death of Mr. Bid- 


well. 





Mr. Phelps had been active in 
hardware and implement associa- 
tions. 


FREDERICK L. COLBY 


Frederick L. Colby, chairman 
of the board, Berry Bros., Inc., 
Detroit, Mich., died Jan. 19 in 
Pasadena, Fla., where he had 
gone for his health. Mr. Colby, 
who was 69 years old, became 
president of the Berry organiza- 
tion in 1920, serving in that ca- 
pacity until he resigned in 1929, 
when he became chairman of the 
board. 


ISADORE WILLIAMS 


Isadere Williams, 47, vice-pres- 
ident, J. A. Williams Co., Pitts- 
burgh, hardware jobber, since its 
reorganization last year, died at 
his home in Pittsburgh on Jan. 
15. He had been active in the 
company for a number of years, 
and was a bother of Jacob A. 
Williams, head of the company. 


ROBERT J. GRINER 


Robert J. Griner, 67, Ander- 
sonville, Ind., for many years a 
hardware and implement dealer 
in that town, died recently. 


JAMES McSHANE 


James McShane, head of the 
hardware house of J. C. Roger- 
son & Co., Hudson, N. Y., a vet- 
eran hardware man, died Jan. 
15. Mr. McShane had been in 
ill health for several months. 


HARDWARE AGE 




















GEORGE FEIGIN OPENS 
FEIGIN TINWARE CORP. 


George Feigin, former presi- 
dent, Enterprise Tinware Co., 
Inc., has announced that he is 
in business as the Feigin Tin- 
ware Corp., 396 S. 2nd St., 
Brooklyn, N. Y. Robert Gold- 


man is manager and Nathan 
Sanders is factory  superin- 
tendent. Sales representatives 
are: Bernard Dworkin, M. L. 
Henry, Morris Berger, Ben 


Oseff, L. Last and B. L. Henry. 
The plant consists of a five story 
building with modern  equip- 
ment. 


R. L. SUHL, HEADS NICKEL 
SALES DEPARTMENT OF 
INTERNATIONAL NICKEL 


R. L. Suhl, for the past three 
years assistant sales manager, 
nickel sales department, snter- 
national Nickel Co., Inc., New 
York City, has been appointed 
manager of the department, suc- 
ceeding the late F. S. Jordan. 
He joined the original company 
in 1903, as laboratory assistant, 
later being superintendent of 
different divisions. Ransom 
Cooper, Jr., Walter C. Kerrigan 
and Charles McKnight are Mr. 
Suhl’s assistants, 





SPONSORS’ EXHIBIT OF 
PACKAGING, PACKING 


Theftproof, waterproof and 
airtight packages, packages of 
paper, glass, wood, metal, plastic, 
etc., through the raw material 
state to delivery of shipping 
units of packaged commodities 
will be displayed in exhibits at 
the Packaging, Packing and 
Shipping Exposition. The expo- 
sition will be held in the Palmer 
House, Chicago, IIl., March 7-12, 
inclusive, under the sponsorship 
of the American Management 
Association, in connection with a 
week’s conference and clinics on 


production, packing and _ ship- 
ping, packaging and consumer 
marketing. 

Cartons, wrappers, — bottles, 


tubes and boxes will exemplify 
the vital importance of careful 
packaging in the business of to- 
day. Color, packaging design, 
packing and shipping, materials 
used and their importance will 
be discussed. W. J. Donald is 
vice-president and managing di- 
rector of the association. 


B. F. BRADFORD, SON 
TAKE OVER STORE 
B. F. Bradford and son Wil- 
liam have taken over the Brad- 
ford Hardware Co., Glasgow, 
Ky. F. N. Bradford has retired. 
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Sells Range Oil Burners to Tenement Dwellers 


Extensive sales of range oil 
burners are being made to 
householders in the Boston ten- 
ement districts. This statement 


may at first seem somewhat sur- | 
prising, but it is the authentic | 


result of a personal investigation 
in the North End by Walter 
FE. Currier, sales manager for 
Chandler & Farquhar Co. of Bos- 
ton. 

Tenement dwellers, as a mat- 
ter of fact, are usually entirely 
dependent upon the kitchen 
range as the only source of heat 
for the home. And they are 
obliged to buy their fuel in the 
most costly way, by the bag. 
Consequently, they are quick to 
grasp the advantages of ‘the 





range oil burner, which supplies 
them with more adequate heat 
in cleaner form and effects a sav- 
ing on fuel. There is, too, the 
added advantage of a saving in 
labor which means much to a 
mother who has many duties on 
her hands. Purchases of range 
oil burners are made on the in- 
stallment plan, and the average 
family in the tenement districts 
is securing this improvement just 
as quickly as the household bud- 
get will permit. 

Chandler & Farquhar Co. look 
for a remarkable future for the 





range oil burner. Mr. Currier 
finds that hardware stores in 
Lynn, Quincy, and other sub- 


urbs of Boston are doing a live- 











Ionut « hone 
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Revolving Window Display Boosts Sales of 
Small Items 


The ‘Swanger Hardware Co., 
122 N. Main St., Mishawaka, 
Ind., features small items on an 
electrically driven turntable, used 
as a semi-permanent window dis- 
play. Through an _ inexpensive 
yet very effective arrangement 
utilizing an old electric fan as 
the source of power applied 
through a home-made system of 
belts and pulleys, the display is 
so regulated to revolve at a slow 
but eye-catching speed. 

The power unit is located in 
the basement, directly under- 
neath the floor of the show win- 
dow. In constructing the turn- 
table a bicycle wheel was used 
to support a circular platform 
approximately six feet in diame- 
ter. Window glass was then cut 
to proper sizes to make segment- 
shaped partitions of equal size 
and the edges on the glass divid- 


ers were bound with friction 














tape, while the same material 
holds the partitions in their 
proper positions. A band of tin 
about six inches high and paint- 
ed in an attractive color encloses 
the turntable so that its mechan- 
ism is not visible to the observer. 

Many of the small items which 
retail in most stores at 5 and 10 
cents and of the type frequently 
purchased by both men and wo- 
men, are displayed on the turn- 
table bearing 4c. and 9c. price 
tags. Mr. Swanger says the dis- 
play stops many passers-by who 
item and en- 
purchase it. 
store 
to 


note some needed 
the to 

he increases 
trafic and leads 
sales of unrelated 
As an example of the effective- 
ness of the idea he cited the fact 
that ten times as much air rifle 
shot was sold as a result of the | 
4c. price being featured on the 
revolving display. 








ter store 


This, said, 
frequently 
merchandise. 





ly business in oil burners, rang- 
ing in price from $29.50 to 
$57.50. Practically -every hard- 
ware store is carrying some cf 
the sixty-five brands of range oil 
burners available. 

While Chandler & Farquhar do 
not themselves handle oil burn- 
ers, they are keenly interested in 
their movement as a distributor 
of installation tools. Electric 
drills, tubing flarers, wrenches, 
mechanics’ levels, rules, and in- 
stallation tool kits are all stim- 
ulated by the lively sale of range 
oil burners that generally 
noted. 


1s 


i. F. LEESE ACQUIRES 

JOHN C. HAGEN HDW. 

The hardware department of 
the John C. Hagen Hardware 
Store, 409 South Front Street, 
Mankato, Minn., has been pur- 
chased by E. F. Leese, Minne- 
apolis, Minn. Mr. Hagen will 
continue to operate in the same 
building his sheet metal, oil 
burner and furnace business. 


HARTZ MOUNTAIN 
CANARIES BROADCAST 


As you walked along the busi- 
ness street in Ridgewood, N. J., 
you suddenly stopped, looked 
and listened. A strange and un- 
usual sound came to you. It 
sounded like birds singing sweet- 
ly. It was. 

You looked up and you saw 
a loud-speaker in a doorway and 
then you read the sign about the 
canaries broadcasting. 

Another look and you discov- 
ered that the broadcasting came 
from the Plaza Paint and Hard- 
ware Company’s store and that 
they sold canaries and hammers 
and other useful things. And my 
information from the owner 
that the canaries really were a 
splendid salesforce for him. 

The hook-up was simple and 
inexpensive. A microphone 
which faced the singing canaries 
was hooked to an amplifier which 
transmitted the notes to the loud- 
speaker and so into the street. 

In this way you can have your 
own broadcasting station, which 
will advertise your own business, 
instead of a radio, which will ad- 
vertise everybody else’s business 
except yours. At times you can 
vary the broadcasting by getting 
behind the “Mike” yourself and 
telling the folks what a fine line 
of gadgets you carry. 

And if you happen to sell the 
various parts of the apparatus 
used for this home-made _indi- 
vidual broadcasting station you 
might be able to interest other 
storekeepers in it as well. Get 


is 


them to install it, either as a 
permanent or a temporary ar- 
rangement. 
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Superstar Toaster 
Series 80 


Oven type with 
nichrome element, 
insulated handles, 
ventilated top, con- 
cealed and _ pro- 
tected connections. 
Dimensions: 7 x 75% 
x 54% in. Weight, 
24% I|b. Finishes: 
No. 80, highly pol- 
ished nickel plated. 
No. 81, chromium 
plated; No. 82, highly polished nickel plated, fiber legs, and 
No. 83, chromium plated, fiber legs. List $1. Stern-Brown, 
Inc., 257 West Seventeenth Street, New York City. 


Nugrip 

A steel grip 
bracket for 
push broom 
handles, which 
fits onto block 
and handle by 
means of teeth 
at top and bot- 
tom and ad- 
justable screw 
device. Comes 
in two sizes; 
for standard makes of push brooms and for larger push 
broom handles, such as garage brooms, street cleaners, etc. 
Counter display offered for showing of Nugrip and its prin- 
ciple. List 25c. each. Dealer cost $2 per dozen. House- 
hold Utilities Corp., 1265 Broadway, New York City. 











Clamp-A-Leak 


An emergency pipe 
clamp for use on water, 
steam, air and ammonia 
pipes, etc., designed for 
use under any condition, 
high or low pressure. It 
is constructed for use in 
close quarters. Offered 
in the following sizes: 
1-in., 34-in., l-in., 114-in., 
1¥4-in. and 2-in. List 
prices range from 25c. to 
$1 each. Display stand offered free with No. 18 assort- 
ment (six 14-in., six 34-in. and six 1-in. Clamp-A-Leaks). 
Assortment lists $6.60. Dealer discount 40 per cent. Chelsea 
Metal Stamping Co., 95 Eighth Avenue, New York City. 








Trav-ler Radios 


Two superheterodyne mod- 
els with ten tubes. Lowboy 
console; ten-inch dynamic 
speaker, visual tuning meter. 
Dimensions, 39 x 24 x 12% 
in. Table model, eight-inch 
dynamic speaker, visual tun- 
ing meter. Features of both 
models: automatic volume con- 
trol, twin detectors, two mul- 
timu, two pentode tubes, tone 
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control and safety fuse. List prices, $89.95 and $69.95 re- 
spectively with tubes. Auto radio of 7 tube superheterodyne 
with automatic volume control is also offered. List $38.00. 
May be used with “B” batteries or “B” battery eliminator, 
“A” power from car battery. Dealer discount, 40 per cent. 
Trav-ler Radio & Television Corp., St. Louis, Mo. 





G-E Inexpensive 


Radio Set Line 


Includes J-70, 7 tube table 
model, list $46.75; J-75, 7 
tube console, list $66.50, and 
J-85, 8 tube console model, 
automatic volume control, list 
$79.50. Model J-70, Pentode 
tube, two super-control tubes, 
six-inch dynamic speaker, bell 
shaped modified Gothic arch 
type cabinet, two tones of 
walnut, with burl effect panel. Model J-75 has same tube 
equipment, burl effect, two-tone walnut finish, eight-inch dy- 
namic speaker. Third new model has two-tone panel, fluted 
side columns, and eight-inch dynamic speaker. Improved 
“stand-up vision” dial enables reading of dial figures from 
45 degree angle. General Electric Co., merchandising de- 
partment, Bridgeport, Conn. 








1932 Improved 
Electrochefs 


Equipment includes: 
four condiment shakers, 
porcelain enamel back- 
plate shelf, three-way re- 
ceptacle for plugging 
hand wound or _ syn- 
chronous electric clock 
for controlling oven, 
and smokeless broiler. 
Model B-2 has side shelf 
on cooking table, adding 
72 sq. in. Cooking 
table height on models 
B-2, BM-26 and BM-24 
is 33 in. Switch panel has new type cooking table switches; 
heayily plated oblong mounting for oven switch. Rating 
plates have been removed from front panel. Finish, white 
or green porcelain enamel. Electromaster, Inc., Detroit, Mich. 








Conlon Corp. 
Washer No. 131 


“Hold-Heet” construction; 
long skirt outer tub, finished 
in two-tone green. Equipped 
with Deluxe Lovell pressure 
cleanser with four-inch side 
members, four vane agitator. 
Mechanism runs in_ sealed 
case. High speed water ac- 
tion flushes dirt out of fabrics 
without wear on clothes or 
tangling, says the maker, Con- 
lon Corp., Chicago, Ill. Air 
chamber between tubs is said 
to keep water temperature at higher level and water hot 40 
per cent longer. List price, $79.50; slightly higher west of 
Rockies. 
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Demand Shows 
Little Change 


New York, Jan. 27.—The cur- 
rent demand for hardware has 
been well maintained at a level 
comparable to that recorded in 
the same period of last year. In 
some instances, wholesalers in 
several of the leading market 
centers report a larger quantity 
of merchandise being sold than 
was the case during the like 
period of 1931. The lower prices 
now prevailing, coupled with a 
dull demand for cold weather 
merchandise, due to the moderate 
temperatures prevailing in most 
sections of the country, have 
caused a moderate decline to be 
reflected in dollar sales. - 

Most staple lines are moder- 
ately active on replenishment or- 
ders, and early activity in spring 
merchandise has become quite 
pronounced in Southern trade 
territories. Trade sentiment has 
improved in the Pacific North- 
west. Floods are having an ad- 
verse effect on business in the 
Memphis territory. Extremely 
mild weather, accompanied by 
rains, is retarding activity in the 
Atlanta district. The demand in 
Cincinnati and Pittsburgh is 
rather sluggish. Buying has ex- 
panded slightly in Boston and a 
pickup has been noted in Chi- 
cago. Business in the New York 
metropolitan area is deemed 
fairly satisfactory. 

An announcement of substan- 
tial reductions in the prices on 
rifles and shotguns has been 
made by a leading firearms man- 
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ufacturer, and this has been the 
only recent price revision of im- 
portance. Minor declines on a 
limited number of products are 
more than offset by the advances 
taking place in some staple lines. 
While collections still have a 
slow average, the credit situation 
is showing some improvement. 


Number of Business Failures 
Established Record in 1931 


Business failures during 1931 reached 
a total of 26,381, according to statis- 
tics compiled by Bradstreet’s. This 
represents the largest number of 
failures in any year since the collection 
of these figures first began. Expressed 
in terms of the number of concerns 
in business, this total is not so start- 
ling. The percentage failing amounted 
to only 1.25 per cent, compared with 
0.89 per cent in the boom year of 1929. 
It is, however, necessary to go back 
to 1896 to find a higher percentage 
than this, and in only four years since 
1881 has it been equaled or exceeded. 
These percentages are based on the 
number of concerns in business that are 
given credit ratings by Bradstreet’s. 

Although these figures unquestion- 
ably indicate that a serious condition 
has existed in business during the past 
year, they do not compare too un- 
favorably with 1930. In that year the 
number of failures amounted to 24,107, 
an increase of 22.3 per cent over the 
previous year. The increase of 1931 
over 1930, however, was only 9.4 per 
cent. 

The total liabilities involved in fail- 
ures were $2,280,829,316, compared 
with $1,441,439,445 in 1930 and $628,- 
047,146 in 1929. The increasing num- 
ber of bank failures in the past two 
years has greatly swelled those totals 
and caused them to mount at a much 
more rapid rate than the actual num- 
ber of failures. The 1556 bank sus- 
pensions recorded in 1931 represented 
liabilities of $1,475,290,000, or 64.7 per 
cent of total liabilities. 


New Firearms Bill Proposed 


In District of Columbia 
(From Our Washington Bureau) 

Sportsmen have been assured that 
they are not affected by the bill of 
Senator Capper of Kansas for control 
of sale and possession of firearms in 
the District of Columbia. Nor does 
it interfere with target shooters, ser- 
vice men or persons having pistols for 
protection of home or business. The 
bill has been reported favorably to the 
Senate. 

The bill requires that pistols not be 
sold to defectives, persons who have 
committed crimes and other specified 
undesirables; that a person cannot 
carry a pistol without a permit nor can 
be delivered a pistol by a dealer until 
48 hours have elapsed after request to 
buy has been made; that dealers be 
licensed, and that no_ identification 
marks on a pistol be defaced or re- 
moved. Shooters going to or return- 
ing from a legitimate target shooting 
range are excepted by the bill, which 
in no way curtails their following ac- 
tively the sport of shooting. 


Retail Price Reduced on 
Midget Press-or Extractors 


Hammacher-Schlemmer, 4th Ave., at 
13th St., New York City, sole distribu- 
tors in the United States for Press-or 
fruit juice extractors, have announced 
a reduction in the retail price of the 
midget extractor, which is designed for 
household use. The new retail price 
on the Midget is $4.95 as compared 
with a former price of $6.85. The price 
on the De Luxe model remains un- 
changed at $15.00. 


Otto Bernz Co., Inc., Reduces 
Prices on “Always Reliable” 
Line 

The Otto Bernz Co., Inc., 17 Ash- 
land Street, Newark, N. J., on Jan. 18 
made a reduction in the jobbers’ prices 
on most styles of “Always Reliable” 
blow torches and on some types of 
“Always Reliable” furnaces. 
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Basie Business Indicators for Week Ended Jan. 16 


As Charted in the Survey of Current Business and Compiled 
by the United States Department of Commerce 


Weekly Average 1923-1925, Inclusive=100 


Some encouraging signs are present in the charts reproduced below which reflect the current trends in twenty-one basic business indi- 

cators. Since the turn of the year, upward tendencies are apparent in freight car loadings, coal production, cotton receipts, bank debits 

outside New York City, time money rates, and as is usual at this period, in the number of business failures. A fairly stable and prac- 

tically unchanged trend is shown in petroleum production, iron and steel composite prices, stock prices, loans and discounts Federal 

Reserve member banks, and money in circulation. Of the remaining ten indicators, the data is not yet available for charting trends in 

five instances, while declining tendencies are shown in lumber production, wheat receipts, copper price electrolytic, brokers’ loans 
New York City and call money rates. 
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REMINGTON 


> [THE ONLY SHOT THAT COUNTS IS THE SH 








In the photograph you see Miss Julia Thorneley, who 
completed her fifty-second year in the Remington 
Arms plant last October. Her father worked there 
before her. Miss Thorneley’s skill is responsible for 
the fine checkering on many thousands of Remington 
gun stocks. All checkering on Remington guns is 
done by Miss Thorneley and a:large corps of skilled 
woodworkers, many of whom represent the second, 
third, and fourth generations from families that have 
produced the fine gunsmiths and skilled craftsmen 
who maintain the high reputation that Remington 
Firearms enjoy today. 


T.. average customer looking at the checkering 
on stock or fore-end of a Remington shotgun 
or rifle and seeing the precise and regular pattern 








made by the crisscross grooves in the wood, is likely 
to conclude that it was produced by a machine. Indeed it is difficult to understand how it is possible to put such 
fine handwork on guns that are made in quantity and sold at moderate prices. 

Close examination, however, will reveal that these tool marks could not be made by a machine. Their regularity 
results from a trained eye and a practised hand—it is not a mechanical regularity. 

This may seem a small point to some gun purchasers, but any retail salesman who knows the story of Julia 
Thorneley and her many skilled associates can make it a very impressive point. 

It is a story worth telling for many reasons. It exemplifies Remington's policy of performing every operation 
in the manufacture of a gun in the best possible way regardless of expense. The customer will think more of his 
purchase, if he knows of the costly hand labor that has gone into it. He ; 
will think more of the salesman who shows his knowledge of the goods Vi H( 22: 
he is selling. He will think more of the store that employs this salesman. A ; 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 
© 1932 R. A. Co. 


The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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MEMPHIS 


(Memphis Correspondent of 
HARDWARE AGE) 


Mempuis, Jan. 26. 

OBBERS report a different kind 

of interference and one that ap- 

pears to be serious in that it is 
having an adverse effect on current 
business in certain localities and in the 
fact that it promises to be of possibly 
two or three months standing. The 
new obstacle is water conditions in 
sections of Mississippi and Arkansas. 
The small streams are all on a ram- 
page and levees are broken badly, 
which has resulted in overflows said to 
cover more than one hundred thou- 
sand acres of some of the richest farm 
lands in the state. The only present 
business in these sections is sacks and 
sand and shovels and food for levee 
workers. It is hoped that with the 
promise of some cold weather, will 
also come fair skies and a cessation of 
the rains and a recession of those 
swollen streams which will enable the 
planters in those sections to begin 
their farm work and will bring to job- 
bers and dealers some spring hardware 
orders. From other sections of the 
territory business is reported to be 


Pacifie Northwes 


(By Seattle Correspondent of 
HARDWARE AGE) 


SEATTLE, Jan. 26. 


ARDWARE jobbers are plac- 
H ing some future orders for 

January and early spring de- 
livery, reflecting a more optimistic 
feeling and promising early improve- 
ment in the Pacific Northwest hard- 
ware picture. 


PUSH SPECIALTIES 


Due to the temporary paralysis of 
new building in this district resulting 
in a light demand for tools and build- 
ers’ hardware, wholesalers are planning 
to compensate by getting some of the 
business that is controlled by the 
housewife during 1932. One jobber 
has placed several specialty men on 
the road and is featuring refrigerators, 
electrical appliances, vacuum cleaners, 
radios and other merchandise of this 
type. Other wholesalers are following 
suit and from present indications, the 
housewares field will be of increasing 
importance in the hardware industry in 
this section. The trend is shown by 
some of the surprises of the holiday 
season. One jobber sold completely 
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coming along very nicely and the whole- 
sale volume is considered very satis- 
factory. 

From other sections of the Memphis 
territory business is reported to be 
coming along very nicely and jobbers 
advise that the volume is very satis- 
factory. 


PRICE REVISIONS 


Price changes are numerous. During 
the first two weeks of January many 
adjustments and some full line changes, 
are reported. Among the more impor- 
tant line’ of automobile tires and 
tubes which show a decline of around 
5 per cent on competitive goods and 
ranging up to 10 per cent or more on 
some of the higher grades. Hickory 
handles is another important line show- 
ing a very sharp decline. Malleable 
pipe fittings show adjustments through- 
out the line which are reported to 
range from slight decline on some items 
to slight advances on others. 


FUTURE SALES 


Future sales of screen doors and 
screen wire are starting and bookings 
so far are reported to be quite satis- 





out of silverware. Another manufac- 
turers’ representative who carries a 
warehouse stock states that he lost 
thousands of dollars of business dur- 
ing the season because the late calls 
were for the more expensive items of 
his line which he had not stocked. He 
expected the demand to be for the 
medium and cheaper items only. 


OUTLOOK BRIGHTER 


On the whole, the picture is much 
more encouraging than it was a month 
ago and the general opinion among the 
hardware wholesalers is that there will 
be a definite improvement noticeable 
within 60 days. 


SALES FIGURES 


It is interesting to compare the per- 
centages showing the sales experience 
of hardware wholesalers, as contrasted 
with retailers’ records. These fig- 
ures show that the percentage of change 
from the corresponding period in 1930 
for Washington hardware retailers was 
25 per cent decrease during November 
as compared with November, 1930; 27 
per cent decrease for the first eleven 
months of 1931 as compared with the 





Floods Are Retarding Business ; 
Numerous Price Changes Made 


factory. Jobbers salesmen report that 
dealers are beginning to show interest 
in such items as freezers, refrigerators, 
lawn mowers, sprinkling hose, etc., and 
although very little has actually been 
booked, the indications are that there 
is going to be a nice volume of this 
business a little later. Jobbers and 
factory salesmen are in the field with 
the 1932 proposition on ammunition 
and guns and some bookings are re- 
ported, although dealers are reported 
to be a littke backward and appear to 
be in a waiting mood, presumably look- 
ing for special discounts which so far - 
have not developed, according to local 
jobbers. 
COLLECTIONS 


Collections are reported to be little 
improved, if, indeed, there is any im- 
provement. Jobbers are trying to close 
and secure any past due accounts that 
cannot be collected and report that new 
business on such accounts is now being 
handled on a cash basis. Failures are 
reported to be of smaller consequence 
than was..expected, and in this respect 
jobbers credit men say the general 
conditions are satisfactory. 


Sentiment More Optimistic; 
Jobbers Are Pushing Specialties 


same period in 1930, and 44 per cent 
decrease from the average for Novem- 
ber 1928-’29 and ’30. Oregon retailers 
showed a 22 per cent decrease for 
November 1931 as compared with No- 
vember 1930; and 19 per cent decrease 
for the first eleven months of 1931 
compared to the same period in 1930 
and 33 per cent change from the aver- 
age for November 1928-29 and ’30. 
Seattle hardware wholesalers net sales 
decrease for November 1931 as com- 
pared with November 1930 was 22 per 
cent. Portland wholesalers showed 
25.6 per cent decrease for the same 
month compared with November 1930. 
For the first eleven months of 1931 
compared with the same period in 1930 
Seattle wholesalers showed a net sales 
decrease of 32.6 per cent, and Portland 
showed a decrease of 26.6 per cent for 
the same period. 


THE PRICE TREND 


The temporary increase in freight 
rates that went into effect Jan. 4 has 
advanced the mill schedules on sheets 
two cents per hundred weight on ship- 
ments delivered at Pacific Coast ports. 
This has not yet been reflected in 
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corresponding increases on quotations 
from the jobber to the retailer. The 
effect of the increased schedule is not 
yet reflected in quotations on other 
steel items in change in wholesale 
prices. 

Intercoastal steamship companies 
have postponed the contemplated in- 
crease on freight rates on iron and 
steel commodities except pipe until 
after February 29. It is reported there 
is to be an increase of from $2.00 to 


$3.00 per ton, which will raise Pacific 
Coast prices on all steel products ex- 
cept pipe from 10 to 15 cents per hun- 
dred. 

Few price changes in manufactured 
items have been announced during the 
past week, although there have been 
some arbitrary price changes on metal 
ware items and some adjustments in 
the cheaper metalware and galvanized 
ware items following the market. 





CHICAGO 


General Business Shows Improvement; 


Mail Order 


(Chicago office of HARDWARE AGE) 
Cuicaco, Jan. 26. 


HILE hardware sales do not 
reflect any marked improve- 
ment, a general pick-up in 


wholesale and retail trade, some op- 
timistic reports from chain _ store 
sources, and an improvement in the 
employment conditions in certain fields 
have recently been noted in Chicago, 
according to the Chicago Association 
of Commerce. Distributors’ and retail 
sales in leading lines of dry goods and 
general merchandise were of a good 
aggregate, from about the same as last 
year to a shade better, with plans al- 
ready started for the spring trade in 
expectation of material improvement. 

One large wholesaler of widely- 
varied merchandise reported sales vol- 
ume for the first ten days in January 
in both dollars and tonnage ahead of 
last year. Conditions in employment 
made a change for the better in spe- 
cialized machinery and in wholesale 
lines, with no great change of any 
sort in retail employment. Retail 
prices have at last recorded one of the 
sharpest monthly decreases for the 
current deflation. Prices on Jan. 2, 
1932, showed a decrease of 2.2 per 
cent under Dec. 1, 1931, and were 17.2 
per cent below Jan. 3, 1931. 


MAIL ORDER PRICES 


The semi-annual issues of the two 
leading mail-order catalogs are always 
significant, and the issues of Jan. 15 
contain many a disturbing challenge to 
makers and distributors of hardware. 
The daily press has given wide pub- 
licity to the fact that these issues 
show price reductions on a representa: 
tive list of merchandise items ranging 
from 11 per cent to 47 per cent under 
the corresponding prices of early 1931. 
Decreases from a year ago in several 
departments include wearing apparel, 
16 per cent to 47 per cent; dry goods, 
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Prices 


Are Deplored 


20 to 35 per cent; paint, wall paper, 
roofing, etc., 11 to 20 per cent; home 
furnishings, 12 to 46 per cent, and 
farm implements and hardware, 14 to 
40 per cent. 

All hardware men, as consumers, are 
in complete sympathy with the thor- 
ough marking down of inflated values 
—yet it takes the real “shock” of such 
advertised reduction on a large scale 
to show how much more needs to be 
accomplished along these lines, by the 
same hardware men as manufacturers 
and as merchants. Mail-order leader 
prices on scores of popular sellers, of 
most staple nature, show conclusively 
to the “stand-patters” in factory selling 
and in wholesale buying that properly 
low costs are not yet available, but 
must be made available, to the inde- 
pendent retailer. 

It is a sad reflection upon any 
branch of the industry when a set-up 
of supposedly safe and steady pricing 
through maker-jobber-dealer channels 
meets the sudden jolt of a widely ad- 
vertised price, good for six months, and 
lower to the consumer than the re- 
tailer is expected to pay as his cost. 
To the honor of a very few jobbers, 
and several far-seeing manufacturers, 
let it be said that their own fight is 
now being more aggressively waged, 
for a protective low pricing, regardless 
of profit, to those dealers who are try- 
ing to battle against strong mail-order 
competitors. 


PRICES AND NEWS NOTES 


The Remington Arms Co., effective 
Jan. 15, announced radically lower 
prices on their shotguns and rifles. 
Ammunition was reduced last year, so 
is not included in the present revision. 
The popular autoloading gun, which 
sold to dealers at $45.39, will now be 
priced at $36.40 and retail at $48.50. 
The Model 31 repeating shotgun has 
been lowered from $39.15 to $32.65 and 








Standard “ROYAL CONSORT” 
(No. 1116) one of the famous 
family of Royal Standards 








Complete 
Your Stove 
Department 


No matter how well organized 
your stove department may be, 
it is not complete without elec- 
tric ranges. 


Electric ranges are absolutely 
part of the picture today. 


The trend is towards electrical 
cooking. 

The hardware merchant is a 
logical outlet for retailing elec- 
tric ranges. 


We have facts and figures which 
prove that the hardware mer- 
chant can make money selling 
Standard Electric Ranges. The 
question of servicing need give 
you no worry. Standards are 
practically trouble-proof. 

° 


Let us send you a copy of our 
booklet, ‘‘What is a Hardware 
Dealer’’. Let us send you, also, 
a copy of the newest Standard 
Catalog. It,will reveal to you 
many sources of profit on Elec- 
trical cooking equipment—the 
modern type of cooking equip- 
ment for the modern home. 


The 
Standard Electric Stove 


Company 
Toledo, Ohio 
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Give ’em 
what 
They Want! 
LEPAGE’S 
Cold Water 
WALL SIZE 


1 Ib. 


Cartons 





No. 620 


Mix in Cold Water 


Even the home-owner, as well 
as the painter and paper hanger, 
follows the line of least resis- 
tance. That’s why they prefer a 
wall size that doesn’t require a 
lot of “fussing’’—hboiling water 
etc. With Le Page’s you just 
add cold water and stir it into 
solution. 


A size must make a good foun- 
dation on new or old walls— 
hard, smooth and firm—the 
kind given by Le Page’s. 

With the name Le Page’s on the 
package, you can pass this prod- 
uct over your counter with full 
assurance that it has all the 
qualities of a high grade size. 


Then, too, these cartons lend 
themselves to window and coun- 
ter displays. If you start your 
trade using these one-pound 
cartons, they can also buy it in 
bulk, because it is packed in 200, 
300 and 450 Ib. barrels. 


Many of the smart dealers in all 
parts of the country are displaying 
this size to get their share of this 
business. A couple of 50 Ib. cases 
will serve as a starter. It'll pay you 
to sell profitable items, especially this 
year. 


Russia Cement Co. 
Gloucester, Mass. 
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will retail at $43.50. The Model 12 
repeating rifle, .22 caliber, has been 
reduced from $15.86 to $14.65; retail 
$19.50. The Model 4 single shot, .22 
caliber rifle, which was $7.95, will sell 
at $4.65 and retail for $5.85. Only 
one item will carry a higher price and 
that is the Model 33 single shot, .22 
caliber, bolt action rifle, which was 
such a large seller in 1931; the manu- 
facturers indicate that they were losing 
money on this low priced leader, 
hence the upward revision—to cost the 
dealer $4.65. Remington’s .22 short, 
long and long rifle Kleanbore car- 
tridges now are available with Silvadry 
bullets, in addition to the customary 


| cartridges having greased lead bullets. 


Duvrock traps, for throwing clay 
targets, which are so convenient and 
economical for shooting practice, have 
changed price, too. These previously 
cost the retailer $11.67 and retailed at 


| $17.50. They have been reduced to 
| $6.67, to retail at $10.00. 


Jobbers here have issued the recent 
reduction in price of all Coleman ap- 
pliances, ranging from 5 per cent to 
15 per cent. 

January is the month in which the 
utility sellers feature waffle irons. Re- 
tail dealers who tie in with this move- 
ment are getting some of the business. 
January is also heating pad month, 
and a large percentage of retail sales 





on this item are in January. The re- 
cent advance in freight rates has 
brought a small advance in prices on 
electrical wire and cable, otherwise 
prices in electrical lines are steady. 

Considerable activity, unusually early, 
has been shown since Jan. 1 on roller 
skates, no doubt due to the mild 
weather prevailing. 

Sales are gradually speeding up on 
such spring items as lawn mowers, 
garden equipment, fertilizers and lawn 
seeds. 

A news note from Iowa tells of the 
growing prevalence of “home-butcher- 
ing,” to use home meat products at 
the place of production. Fostered by 
meat experts of the State agricultural 
colleges and agents of live stock as- 
sociations, farmers are organizing 
“bees” to provide their own supply of 
pork and beef—the surplus of fresh 
meat to be canned. The hardware store 
should profit by the sales of cutlery, 
presses, stuffers, and pressure cookers. 
Pressure cooking is felt to tbe the only 
safe way to can meat, and the one used 
in Government demonstrations is profit- 
ably available to retailers. 

A large volume of sales is reported 
on “close-out” merchandise at marked- 
down prices, both by jobbers and re- 
tailers, as the usual aftermath of in- 
ventory pricing and house-cleaning in 
their stocks. 





PITTSBURGH 


Current Demand Continues 
to Lag; Price Revisions Effective 


(Pittsburgh office of HARDWARE AGE) 


PirtspurGcH, Jan. 26. 


ITTSBURGH district jobbers re- 
P=: no general improvement in 
demand, and it now seems likely 
that January will prove to be a very 
poor month. As a rather definite turn 
for the better had been expected, the 
trade is feeling rather keenly disap- 
pointed over the turn of events. Un- 
seasonable weather is still offered as 
the chief cause for the failure of a 
business upturn, but credit conditions 
are also blamed, and there has been 
a tendency on the part of retailers to 
put off inventory taking and delay their 
usual January replacement purchases 
as long as possible. Nevertheless, 
representatives of hardware manufac- 
turers, as well as jobbers, are now 
canvassing the trade aggressively, and 
are stressing the comparative stability 
of the market as an incentive toward 
buying. 
Demand for cold weather items is 
still depressed, and jobbers believe that 


it is too late for much volume to be 
developed in these lines. Ventilators 
have been particularly quiet all year, 
and the same can be said for cooking 
stoves and other products in the higher 
priced brackets. Incubators and brood- 
ers are beginning to be moved out of 
jobbers’ stocks, with prices about the 
same as last year. Otherwise spring 
merchandise is still rather dull, and 
dealers are showing little interest in 
forward purchasing. 


PRICE REVISIONS 


Price changes during the week in- 
clude a reduction in copper wash boil- 
ers. The No. 9, 14-0z. weight is now 
quoted at $30 a doz., and No. 9, 12-0z., 
at $26.50 a doz. Following the recent 
reduction in sisal rope, 34-in. and 
larger to llc. a lb., the 5-in. size is 
now quoted at 12c. a lb.; 14-in. at 13c.. 
and 3%-in. at 134%c. Gem food chop- 
pers are lower, with No. 116 now 
quoted by jobbers at $10 a doz.; No. 
118 at $13; No. 120 at $15, and No. 
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128 at $20. A change in price on 
Hamilton rifles has come out, with No. 
27 quoted by jobbers at $1.96 each: 
No. 027 at $2.16; No. 47 at $2.36, 
and No. 39 at $6.56 each. All these 
prices are slightly lower. Spring quo- 
tations on BK compound insecticide 
make the 4-0z. package $2.40 a doz.; 
10-0z., $4; qt., $7.20, and 1-gal., $16 
a doz. 


GENERAL CONDITIONS 


Conditions in western Pennsylvania’s 
basic industries are gradually improv- 
ing, steel ingot production having 
risen to 25 per cent of capacity, and 
steel finishing mills being engaged at 
a slightly better rate. There has also 
been an increase in glass production, 


largely as the result of the recent ex- 
hibit at Pittsburgh, and output of coal 
and coke is a little higher. Both steel 
and glass have also been affected by 
increased demand from the automobile 
industry, although miscellaneous re- 
leases from diversified consuming lines 
show slight gains. Buying of steel 
products by the railroads is beginning 
in a limited way, and the first line 
pipe inquiry of the year, calling for 
35,000 tons, has appeared. 


COLLECTIONS 


Collections show scarcely any im- 
provement, particularly in the smaller 
industrial towns near Pittsburgh. In 
the city proper the situation is reported 
to be slightly better. 





ATLANTA 


Unseasonable Weather Retards Demand; 


Collections 


(Atlanta Correspondent of 
HARDWARE AGE) 


ATLANTA, Jan. 26. 


USINESS through hardware job- 
B bing channels serving this terri- 

tory thus far in January is re- 
ported as being slightly below the same 
period of a year ago. Adverse weather 
conditions have no doubt retarded 
progress to a great extent. Warm 
rainy weather has urged little demand 
for seasonal merchandise and, in fact, 
movement of cold weather items has 
had little need for attention. 


TRADE SENTIMENT 


While no one expects business to be 
good in view of existing conditions, it 
was thought that the new year would 
show a turn for the better before this 
time. After two years of waiting for 
prosperity, most dealers have about 
come to a realization that things are 
now different and that thought and 
common action have become essential 
factors to business recovery. The more 
wide awake merchants are beginning 
to size up the situation with a more 
apprehensive determination to go to 
work in real earnest. We still have 
eleven months of 1932 during which 
time the rewards of this determination 
can easily return business within the 
bounds of normalcy. 


STOCKS ARE LIGHT 

Jobbers’ stocks are reported to be 
fairly well assorted, however con- 
siderably lower than for some time. 
Irregularities in retail stocks of sea- 
sonal merchandise is noticeable in 
many retail outlets, consequently any 
slight indication of consumer buying 


JANUARY 28, 1932 


Are Still a Problem 


interest would immediately improve 


wholesale shipping. 
FUTURE ORDERS 


Orders for future delivery indicate 
a rather dull interest in future buying 
at this time and slow headway is being 
made in this direction. Jobbers’ sales- 
men are equipped with prices on am- 
munition for next season and it is re- 
ported that they are booking orders 
under a guaranteed price up to date 
of delivery. 


COLLECTIONS 


Collections continue to be slow, and 
with the cotton crop practically gath- 
ered and marketed it is doubtful that 
any improvement can be expected be- 
fore spring. Dealers still report that 
they are having difficulty in collecting 
outstanding accounts. 


PRICE DATA 


Price changes have been few during 
the past few weeks; in fact, none of 
importance have been brought to at- 
tention at this reporting, which gives 
evidence of firming tendencies in this 
connection. Jobbers’ salesmen are 
booking orders for steel goods for 
prompt and future shipment. A few 
of these items are quoted from hard- 
ware jobbers’ stocks as_ follows: 
Regular Handled Cotton Hoes—6%% in. 
(® $7.10 doz, 7 in. @ $7.40 doz., 714 
in. @ $7.70 doz., 8 in. @ $8.10 doz.: 
Scoville Hoes—No. 00 @ $5.75 doz., 
No. 00 @ $5.87 doz., No. 1 @ $6.00 
doz., No. 2 @ $6.50 doz. No. 3 @ 
$7.00 doz.; Cotton Choppers. Hoes, 
handled—714 in. @ $7.50 doz., 8 in. 
@ $7.95 doz., 9 in. @ $8.80 doz., 10 





Start a 
5Q0c Parade 


XUETAT 


with the 


SILVER 
SENTINEL 


Marching to a tune that SELLS this 
pin-tumbler cylinder padlock for 50c. 








No. 800—SILVER SENTINEL 


One-piece solid die-cast case. 
Non - rusting materials. Satin 
silver finish. Case - hardened 
shackle. Full-size nickel-silver 
keys. Unlimited key changes. 
Packed, individually, ¥2 doz. in an 
attractive 3-color display carton 


Order From Your Jobber 


SLAYMAKER 
| LOCK COMPANY 


LANCASTER - * > PENNA. 
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Sells on Sight—Fast! 
with this new attractive 4 color 
Counter Display Card.....ccccses 


KEEP WIRES OFF THE FLOOR 


ot Bea Pes cu 
eeE LON Ae 
: ie ¥ [oe 


4 


wi 
oh Ar 


a 
rk th ae 





=a 





ae 





Order Yours Today 
Put this new attractive 4 color 
display card on your counter and 
watch men and women buy this 
handy Justrite Push-Clip for 
keeping radio, telephone and 
lamp wires off the floor. Clips 
packed in cellophane envelopes— 
8 clips ineach envelope—sells for 
10 cents —card carries 36 envel- 
opes in following color assort- 
ment: White, Old Gold, Ivory, 
Dark Brown, Dark Red, Green— 
to match cord or woodwork. Only 
a 16 cent item—but Oh, how 
it sells! Write for attractive 
proposition—TODAY. 





JUSTRITE MFG. COMPANY 
2073-77 Southport Ave., Chicago, III. 














money 
in 
toys ? 


Certainly. And not 
only at Christmas 
either. 

Read the stories of suc- 
cess in HARDWARE 
AGE. You’ll also find 
the manufacturers 
ready to help you suc- 
ceed. Read their ad- 
vertisements. 
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in. @ $9.30 doz.; Handled Rakes, 
steel curved teeth—No. 14 @ $5.35 
doz., No. 16 @ $5.85 doz.,- (steel bow) 
No. 14 @ $8.20 doz., No. 16 @ $8.65 
doz.; Potato Hooks, handled—4 tine 
@ $8.20 doz., 5 tine @ $10.60 doz., 6 
tine @ $11.50 doz. 


CROP CONDITIONS 
With continued rains throughout the 





Southern belt since the first of Decem- 
ber until now, little if any farm work 
has been done. The matter of cotton 
acreage for next season is still a con- 
jecture and no doubt will remain so 
until nearer planting time. It is cer- 
tain that a moderate reduction in acre- 
age will be made and, of course, any 
redical cut depends on prevailing con- 
ditions at time of planting. 





BOSTON 


Retail Buying Expands Moderately; 
Although Demand Is Not Brisk 


(Boston Office of HARDWARE AGE) 
Boston, Jan. 26. 


T the moment it looks as though 
A wholesale sales in January will 
fall a little short of those for 
the corresponding month last year. A 
lot may happen between now and Jan. 
30, however, because retail buying has 
the appearance of broadening, although 
it is not really active. If it continues 
to broaden, the chances are January 
wholesale sales will equal those of last 
year. In connection with the broaden- 
ing movement it may be said that in- 
dividual orders received by wholesalers 
contain more items, although in a great 
many instances the items are for mer- 
chandise that does not necessarily mean 
a swelling in tonnage volume. The 
aggregate showing each day, neverthe- 
less, is more encouraging, particularly 
from the dollar volume viewpoint. 


ACTIVE LINES 


The bulk of current buying is of 
standard merchandise, which goes to 
make up the major portion of the 
wholesaler’s stocks, including such 
things as wash boilers, hardware cloth, 
corner braces, leather washers, belt 
lacing, floor mops, pocket knives, wire 
traps, rosin, whiting, saw sets, stove 
pipe, window glass, rope, screw eyes, 
tacks, wool screws, roller skates, breast 
drills automobile tires, roofing papers, 
etc. Roller skate buying at this time 
of the year is unusual, and is ascribed 
to the lack of snow and recent balmy 
springlike weather. 

Despite the broadening demand, how- 
ever, the general tendency of the aver- 
age retail concern is to go as slow 
as possible until it can be determined 
just how things are going to turn out. 
In other words, there is a tendency 
to lean over backwards in this con- 
servative buying policy. 


SHOULD ANTICIPATE NEEDS 
Frederick W. Bliss, of the General 


Electric Co., in his address on business 
recovery before the Springfield, Mass., 


Advertising Club last week said that 
individuals who postponed purchases of 
articles which they can afford to buy 
are about at the end of their rope. 
Their old clothing has become thread- 
bare, their automobiles are beginning 
to rattle, their radios are out of date, 
and their furniture is getting shabby. 

His belief corresponds, as well, to 
the hardware trade, in the opinion of 
local wholesale houses. The wholesale 
houses believe that the retailer should 
anticipate at least a part of his spring 
goods requirements. Prices for such 
merchandise have been established, and 
the retail trade will have to have the 
merchandise later, so, it is argued, that 
it is to the dealer’s advantage to buy 
his screen cloth, wire neeting or other 
requirements now. 

Pruning shears, common lawn and 
bamboo rakes have been purchased for 
future requirements in fair volume. 
Sales of rubber hose, garden barrows, 
lawn mowers and the many other 
spring items have been disappointing 
so far, however. The call for rubber 
rakes, which had a phenomenal sale 
last season has been very light. 


FEW PRICE CHANGES 


Manufacturers of merchandise han- 
dled by the hardware trade continue 
conservative so far as price changes 
are concerned. General opinion in 
wholesale hardware circles still is that 
prices must be higher in a great many 
cases because it is felt manufacturers 
cannot go on indefinitely selling mer- 
chandise at a loss. Yet week after 
week passes with remarkably few new 
price lists issued, and no indication 
of any general upward revision in 
prices within the near future, at least. 

The Universal line of Landers, Frary 
& Clark, New Britain, has been revised, 
and quite a number of items are slightly 
less costly. Many items, nevertheless, 
are priced as they have been. 

A popular line of silverware, carry- 
ing a 50-year guarantee, has been re- 
vised downward. 
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CINCINNATI 


Market Remains Rather Sluggish; 
Price Schedules Are Well Maintained 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Jan. 26. 


if ; HE general market sluggishness 

continues to be reflected in the 

slowness of .the hardware de- 
mand. No change in business volume 
has been seen, consumers, generally, 
adopting a very conservative attitude 
toward purchases. Comparison of 
January business with that of a year 
ago indicates no change. Orders for 
all types of merchandise continue at 
a close rate. Dealers display no in- 
terest in anticipating demand, keeping 
stocks to a minimum. 


WEATHER AN OBSTACLE 


Weather conditions have had a de- 
pressing affect upon seasonal articles. 
Mildness of the temperature combined 
with frequent rain has tended to deter 
purchases of cold weather articles. 
Accordingly, the movement of ice 
skates, sleds, coal hods, stove pipe and 
similar merchandise has been notice- 
ably slow. 


STATE OF STOCKS 


Completion of inventories reveals 
local jobbers to be well stocked and 
able to care for most needs of re- 
tailers. Stores, on the other hand, are 
carrying fair inventories of staple 
goods, with sufficient seasonal merchan- 


dise to meet the present curtailed de- 
mand. 


PRICE TREND FIRM 


Price schedules, generally, have been 
maintained, although there appears to 
be an undertone of softness. Despite 
keen competition, however, the ten- 
dency of district jobbers is to adhere 
to quoted schedules. 


GENERAL CONDITIONS 


While there appears to be a fair 
amount of money di hand, local bank- 
ing institutions are ‘adhering to con- 
servative loan policiés. Building and 
loan companies are retrenching wher- 
ever possible, making new loans care- 
fully and sparingly. 

Real estate is in the usual midwintér 
market. Sales of small property are 
slow, while the usual winter activity in 
large investment parcels is without 
feature. 

Trading on the local stock exchange 
is slow. Price ranges have been within 
narrow limits, and large turnovers few. 
Activity is confined to a few outstand- 
ing shares. and indicates a trend toward 
investment rather than speculation. 

Industrial employment is without 
noticeable change. Small gains re- 
ported in manufacturing employment 
have been offset by declines in con- 
struction and other enterprises. 





NEW YORK 


Current Demand Shows Little Change; 
Prospects Considered More Promising 


New York, Jan. 26. 


HILE current activity with 
metropolitan wholesalers is by 
no means brisk, business is 


considered fairly satisfactory when 
general conditions are taken into con- 
sideration. From the information avail- 
able, it appears that wholesale sales 
during the first three weeks of January 
will compare favorably with the corre- 
sponding period of a year ago, especial- 
ly with respect to the volume of mer- 
chandise moved. Dollar sales, in most 
instances, are reflecting a slight decline, 
which is largely attributed to the lower 
prices now prevailing and the dimin- 
ished call for winter lines, due to un- 
seasonable weather. 
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Several encouraging developments 
in the program being fostered to pro- 
mote a business recovery are having a 
wholesome effect on trade sentiment 
and the outlook for the coming months 
is described as somewhat brighter. Of 
the several relief measures that have 
been proposed, the Reconstruction Fi- 
nance Corporation bill, is receiving the 
most approbation at the present time. 
Many believe that the passage of the 
bill may mark the turning point in 
business. The bill is intended to estab- 
lish a new government credit pool, 
from which banks throughout the 
country could borrow on sound paper 
which is now frozen due to the wide 
spread apprehension of the public over 








a Ll. it’s an 
"ARMSTRONG BROS.” 
it’s @ Better Pipe Cutter 
er a Better Cutter Wheel 


ARMSTRONG BROS. make “Barnes Type” 
and “Saunders Type” Pipe Cutters, but they 
make them in the Arm-and-Hammer way 
with: Bodies of Certified Malleable Iron, 
Hardened Tool Steel Pins and Rollers, with 
hardened steel blocks embedded in the 
sWinging arms for the thrust rod to bear on. 


The ARMSTRONG BROS. Heavy Duty Pipe 
Cutter has, in all, 14 improved features. 
ARMSTRONG BROS. Knife Blade Cutter 
Wheels are thin, penetrating. They cut 
faster, easier. Made of special alloy steel, 
they hold their keen edge. 


These improved Pipe Cutters sell readily, in 
the face of the toughest competition. They 
are above price. They bear the Arm- and- 
Hammer Trade Mark—the recognized mark 
of the “Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave., Chicago, U.S. A. 











Write for Catalog B-27, 
176 pages of Quality Tools 








business conditions. It is contended 
that its adoption would reestablish 
confidence in banks, and that this 
would be a most important step toward 
stabilizing business. 


CURRENT ORDERS 


Current buying continues to embrace 
a wide variety of staple lines, and 
broken package lots are the rule rather 
than the exception. Staple lines are 
moderately active. Winter lines are 
lagging. Housefurnishings are in fairly 
active demand. Builders’ hardware and 
related construction supplies are slug- 
gish. The call for household tools has 
improved slightly. Items suitable for 
featuring in sales events are enjoying 
a healthy demand. New specialties, 
particularly in housewares, are quite 
active. 


FUTURE ORDERS 


Business in future orders has been 
fairly good in some lines, especially 
lawnmowers, fertilizers and garden 
tools. Orders for garden hose, poultry 
netting, screen wire and lawn fence 
have been less numerous, but commit- 
ments are expected to increase as the 
buying season progresses. Since prices 
on most spring lines have been estab- 
lished at low and generally attractive 


TWIN 


MINNEAPOLIS, Jan. 26. 
RADE for the opening weeks of 
the new year in the territory 
tributary to the Twin Cities has 
not broken any records, either up or 
down. The general average of reports 
regarding business for the first few 
weeks indicates that it is just “aver- 
age,’ with no particular high spots 
and with no low points to mention. 


THE OUTLOOK 


In some sections of the Northwest 
there is little hope for real business 
until the crop for the new year is as- 
sured. That is in where 
drouth and grasshoppers removed any 
possibility of revenue from small grain 
farms last year. 





regions 


In other sections, where income does 
not depend wholly upon the one crop, 
conditions are easier, and collections 
and purchases reflect this condition. 
On the whole, the attitude is one of 
waiting for further developments, in 
both the national and sectional situa- 
tions. 
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levels and are not likely to decline, 
wholesalers declare that more retailers 
should anticipate their requirements in 
advance than was the case last season. 


PRICE REVISIONS 


The price trend, during the past 
week, has reflected a somewhat easier 
tendency. Manufacturers, in severai 
instances, have announced reductions, 
although quotations on most important 
lines remain unchanged. Among the 
revisions announced are the following: 

A new price list, dated Jan., 1932, 
has been issued on the Universal line 
of electric appliances. Prices on some 
items are not affected, although nu- 
merous reductions ranging from five to 
ten per cent are shown. 

The retail prices on both the Press- 
or and the Juicemaster fruit juice 
extractors have been reduced to $4.95 
by their respective makers. 

Reductions averaging approximately 
121% per cent are effective on the Uni- 
versal line of food and meat choppers. 

Rutland furnace cement is quoted at 
about 214 per cent lower. 

Prices on The Bernz line of Always 
Reliable blow torches has been reduced 
about ten per cent and prices on some 
types of furnaces of the same make 
have been lowered. 





ITIES 


Prices 


RETAILERS MEET 


This week the annual Minnesota 
retail hardware convention is being 
staged in St. Paul, and jobbers in this 
market are expecting to meet hundreds 
of their customers both at the conven- 
tion and exposition and’ in their job- 
bing houses. Doubtless some volume 
of spring orders will be placed at this 
time. 

WINTER SPORTS WEEK 

Winter Sports Week in Minneapolis 
last week developed quite a market for 
sports equipment, including sleds, to- 
boggans, skiis and clothing. Hardware 
dealers had the opportunity to move 
much of their stocks of these items 
to good advantage, under fairly good 
weather conditions for this sort of 
thing. The flurry of near - zero 
weather recently aided in the sale of 
skates and other winter items, as well 
as items to make winter automobile 
driving more comfortable. 


PRICE TREND FIRM 
The advance in freight rates has af- 
fected the price of many items in the 


Have 





A decline of approximately six per 
cent is effective on the Bank’s line of 
clothes posts. 

Prices on Noxema polish in one 
dozen containers have been advanced 
10c. per doz. A new case containing 
two dozen is being offered at the former 
price. 

A leading manufacturer of metal 
flower boxes has announced a ten per 
cent reduction on the line. 

A large maker has lowered prices on 
iron and brass jack chain about five 
per cent. 

Some types of garden trowels made 
by a prominent maker have been de- 
clined approximately ten per cent. 


CREDIT SITUATION 


Collections are rather slow and have 
failed to reflect the improvement that 
was expected after the turn of the year. 
Both retailers and wholesalers are ex- 
tending credit very cautiously and are 
making a strenuous effort to collect 
past due accounts. It is believed that 
outstanding accounts are less burden- 
some as a result of the caution being 
exercised and that in this respect, the 
credit situation is improved over a year 


ago. 


Current Business Rather Quiet ; 


Trend 


Firmer 


hardware line, but the jobbing houses 
have not yet made a revision in their 
prices. 

An upward revision on the price of 
ammunition was effected by one of the 
local jobbing, houses last week, the ad- 
vance amounting to about 10 per cent. 
The former discount was 10 and 10 per 
cent from lists, and the new discount 
is but one 10 per cent. 

It is estimated that, in general, the 
advance in freight rates will affect 
heavy hardware items on the average 
of 1 per cent—some items more than 
that and others possibly slightly less. 
On many of the items the advance 
cannot be accurately determined until 
shipments of merchandise are received 
from eastern factories. 

Collections are continuing at about 
the same level as for the past few 
months. One adverse factor is the 
lower price for milk and butter fat, and 
this affects a large area in this part of 
the country where dairying and butter 
and cheese making are leading indus 
tries. 
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DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 














FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 







French Battery Company, Madison, Wisconsin 


General Sales Office: 20 North Wacker Drive, Chicago, Illinois 





















“To insure your 


Classified Adver- 
tisement being in- 
serted in Hardware 
Age, it must reach 
us nine days be- 
fore the date of 
publication. 


That is the final 


acceptance date. 


‘e a 
Hardware Age 


239 W. 39th Street, New York City 









































May We Present 
SEAL KRAFT 
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A Revolutionary 
N Merchandising of 

| Rose Bushes 

on 

| the 

| air 
The Seal Kraft story is of 
great interest, not only to 
merchandisers of rose 


bushes, but also to all buy- 
ers of roses for home beau- 





tification. 





These buyers of roses will 
demand Seal Kraft of 
their merchants now that 
the Seal Kraft story is be- 
ing sent direct to their 
homes. Prepare now to 





take advantage of this con- 





sumer demand. | 








“IT’S COATED” 


The Seal Kraft patented process in- 
sures a thriving rose bush, full of po- 
tential beauty, guaranteed by the 
experience and craftsmanship of its 
producer. 

Wire or write for a Seal Kraft fran- 
chise to 


C. E. WILSON & CO., Ine. 


Dept. Al, Manchester, Conn. 





Reg. U. S 
Pat. Office 
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How Selling Was Discussed at Marvin’s Meeting 


(Continued from page 33) 


mented. “When he calls again 
get all the facts. Any woman 
will be interested to know that 
one of her sex had something to 
do with the design of the utensil 
she purchases. As to the college 
girl sales, can’t you just hear the 
customer telling her friends how 
fifty irons like hers were sold to 
the students of Vassar or Smith’s? 
An incident of that kind puts the 
stamp of up-to-date approval on 
that article. 

“That about covers the knowl- 
edge of the article itself,” he 
went on. “Now let us consider 
its uses and what it can do for 
the customer. Of course, the use 
of a waffle iron is to cook waffles. 
However, let us see just what it 
can do for the customer. 


1. It allows her to make waffles at 
the table, without heat, mess or 
effort. 

2. It does away with the annoyance 
of “sticking” waffles. 

3. Special handles prevent burned 
fingers. 

4. Indicator shows temperature and 
tells when iron is ready for the 
batter. Saves time and annoyance. 

5. Does away with services of a maid, 
and obviates the necessity of stand- 


ing over a hot stove or traveling 

from kitchen to table. 

6. Insures crisp, well browned waf- 
fles quickly at any time. 

7. Utensil is an ornament to the table 
and a subtle compliment to the 
taste and ability of the hostess. 
“Those are a few of the things 

this will do for the purchaser. 

You can probably find more, but 

these are sufficient to illustrate 

the point. 

“Now,” he said, “what I have 
told you in regard to knowledge 
is, in a nut-shell, the first ele- 
ment, or the back log of retail 
selling. I would suggest that 
each of you list at least ten items 
of the higher unit value and get 
similar information concerning 
them. When you have that in- 
formation well in hand, select 
ten more items. Keep this up 
until you are posted on as many 
items as possible. You can keep 
on learning continuously, and 
you will find it very fascinating. 
Use the wholesalers’ catalogs, 
manufacturers’ literature and ad- 
vertisements in papers like 
HarpwarE Ace. Also ask the 
salesmen; they will be glad to 





Dodge Foresees $850,000,000 Construction in First Quarter 


Construction expectations for the 
first quarter of 1932 are summed up 
by L. Seth Schnitman, chief statistician, 
F. W. Dodge Corporation, in the cur- 
rent General Building Contractor. 

The first quarter of 1932 may pro- 
duce a construction volume of $850,- 
000,000 for the entire country, inclusive 
of low cost new and alteration proj- 
ects. Of this amount not more than 
$600,000,000 will represent the Dodge 
coverage in the 37 States east of the 
Rocky Mountains. If this total should 
be reached, residential building will 
probably approximate $180,000,000; 
non-residential building will account 
for about $200,000,000, and public 
works and utilities should apuproxi- 
mate $220,000,000. These indicated 
totals, representing the best that may 
be expected, in each instance mean 
losses from the like period of 1931. 

“This estimate for the first quarter, 
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if projected forward, would indicate 
a year’s total fairly well below that 
of 1931. To estimate the entire year 
on this basis would overlook the pos- 
sibility that a small house building 
revival might occur in the spring. To 
estimate on the basis that such a re- 
vival will occur would be to stake too 
much on a highly uncertain possibility. 
The beginnings of such a revival, if 
there is to be one, would be likely to 
appear after March 15.” 

Stressing that the troubles inherited 
from the boom must be cured and 
that they are being cured week by 
week, Mr. Schnitman points to certain 
retarding influences which operate to 
make knowledge of the revival point 
dificult. Among them he lists con- 
tinued real estate deflation, mortgage- 
bond defaults, foreclosures, high real 
estate taxes, and threat of lower wage 
scales among building tradesmen. 


help. The more articles you 
have definite knowledge of, the 
greater your sales will be.” 
“Thank you, Mr. French,” 
said Mr. Marvin sincerely. “You 
have given us something well 
worth while. I hope you can ar- 
range to be with us again some 
time. We thoroughly appreciate 
your help and_ congratulate 


Charlie on being able to get you 


here. We, are having our usual 
lunch served here in a few mo- 
ments. Will you join us?” 

“What is that you are carry- 
ing so gingerly?” May queried 
of Van as the meeting broke up. 
“‘Wouldn’t you like to know?” 
he replied banteringly; then he 
grinned sheepishly: “It’s a cata- 
log, Honey,” he said. “I thought 
I’d look it over tomorrow night.” 
May’s eyes took on a tender look. 
“I’m proud of you, Van,” she 
said impulsively; “I could kiss 
you for that.” 

Van chuckled happily. “Is 
that a threat or a promise?” he 
queried tenderly. “Neither,” 
said May roguishly, “just a sup- 
position.” 


“One can hardly say when the retard- 
ing factors will be removed,” Mr. 
Schnitman states in his forecast article 
in General Building Contractor. “But 
when enough of them have been cor- 
rected, building will be ready to in- 
crease on the basis of a sound demand. 
On a percentage basis, the first quarter 
estimates therefore show the foliowing 
indicated losses from the like 1931 
period: Total construction, 20 per cent 
at least; residential building, 20 per 
cent at least; non-residential building, 
25 per cent; and public works and 
utilities, 30 per cent.- 

“F. W. Dodge Corporation has al- 
ways stated in its annual estimates that 
an estimate for 12 months ahead is 
hazardous and that to be of value such 
forecasts should be revised at least 
once a quarter. Consequently, it seems 
wiser in the light of present confused 
conditions to confine the present esti- 
mates to the first quarter of 1932, giv- 
ing comparisons with quarters of 1931 
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MAKE 


EXTRA 
PROFITS 


selling 


PHARIS 
BICYCLE TIRES 


Here is a line of high-quality bicycle 
tires that attract the eye of every young 
bicycle owner. You can sell Pharis Road- 
gripper and Comrade tires in quantities 
that will bring you big extra profits. 


Their smart-looking white side-walls 
give them a handsome appearance that 
makes sales easy. 


And you can definitely assure every 
purchaser: 





1. That these tires are made of the best 
materials, and are noted for their 
long-wearing qualities; 

2. Thattheyaremanufactured bythesame 
methods that make possible the high 
quality and low prices of Pharis Road- 
gripper automobile tires and tubes; 


3. That comparative laboratory tests 
show Pharis tires give service equal 
to or better than the best competi- 
tive makes; 

4. That the white side-walls WILL NOT 
STAIN and will retain their hand- 
some appearance. 


Write or wire for our low prices and 
attractive agency proposition. 


PHARIS 


THE PHARIS TIRE & RUBBER COMPANY, 


1932 



















Pharis Comrade 
bicycle tire 
. 2-Ply with thorn strip 






Pharis Roadgripper 
3-Ply bicycle tire 
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Convention Calendar 


CauirorniA RetTaiL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION AND EXHIBITION, Sacramento Memorial 
Auditorium, Sacramento, Feb. 9, 10, 11, 1932. LeRoy Smith, 
secretary, 112 Market St.,"San Francisco. 


Connecticut HarpWARE ASSOCIATION CONVENTION, Hotel 
Bond, Hartford, Feb. 17, 18, 1932. Charles R. Freeman, sec- 
retary, Branford. 


HarpwarRE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Columbia, S. C., June 7, 8, 9, 1932. Headquarters, Jefferson 
Hotel. Arthur R. Craig, secretary, 804-806 Commercial Bank 
Bldg., Charlotte, N. C. 


InpIANA Retait HARDWARE ASSOCIATION CONVENTION AND 
ExuiBition, State Fair Grounds, Indianapolis, Jan. 26, 27, 
28, 29, 1932. G. F. Sheely, secretary, 911-913 Meyer-Kiser 
Bank Bldg., Indianapolis. 


Iowa Retait HarpwaARE ASSOCIATION CONVENTION AND 
ExuisiTion, Des Moines, Feb. 9, 10, 11, 12, 1932. Convention 
sessions will be held at the Hotel Savery, and the hardware 
exhibit at the Des Moines Coliseum. Philip R. Jacobson, sec- 
retary, lowa Hardware Building, Mason City. 


MicuHicaN RetaiL HARDWARE ASSOCIATION CONVENTION AND 
Exurition, Detroit, Feb. 9, 10, 11, 12, 1932. Harold Bervig, 
secretary, 1112 Capital Bank Tower, Lansing. 


Minnesota Retait HARDWARE ASSOCIATION CONVENTION, 
New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. Chas. 
H. Casey, manager-treasurer, 2344 Nicollet Ave., Minne- 
apolis. 


Missouri Retait HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, New Hotel Jefferson, St. Louis, Feb. 16, 17, 18, 
1932. F. X. Becherer, secretary, 5106 North Broadway, St. 
Louis. 


MontTaNA IMPLEMENT AND HARDWARE ASSOCIATION COoN- 
VENTION, Billings, Feb. 11, 12, 13, 1932. A. C. Talmage, sec- 


retary-treasurer, Bozeman. 


NEBRASKA RetaiL HarpDWARE ASSOCIATION CONVENTION 
AND ExnisBition, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 -Little Bldg., 
Lincoln. 


New Encianp Retart Harpware DeEALers ASSOCIATION 
CONVENTION AND Exuisition, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Exhi- 
bition, Machinery Hall. Headquarters, Hotel Statler, George 
A. Fiel, secretary, 140 Federal St., Room 225, Boston, Mass. 


New York State Harpware ASSOCIATION CONVENTION 
AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition will be 
held at Madison Square Garden, New York City; headquar- 
ters, Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary-manager, 510 Hills Bldg., Syracuse. 


NortH Daxota Retat, HARDWARE ASSOCIATION CONVEN- 
TION AND ExuisiTIon, Fargo, Feb. 10, 11, 12, 1932. C. N. 
Barnes, secretary, Grand Forks. 
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Oxn1o Harpware Association CONVENTION AND ExuIBI- 
TION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Headquar- 
ters and meetings at the Deshler-Wallick Hotel. Exhibit will 
be held on the main floor of the New Auditorium. James B. 
Carson, secretary-manager, 708 Winters Bank Bldg., Dayton. 


OKLAHOMA Retart Harpware ASSOCIATION CONVENTION 
AND ExuHIBITIoN, Shrine Temple, Oklahoma City, Jan. 26, 27, 
28, 1932. Charles F. Nelson, secretary, 207-208 Bloomfield 
Bldg., Oklahoma City. 


Orecon Retam. HarpwarRE AND IMPLEMENT DEALERS’ As- 
SOCIATION CONVENTION, Multnomah Hotel, Portland, Feb. 2, 
3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., Spokane. 
Wash. 


Paciric NortHwest HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Winthrop Hotel, Tacoma, Wash., Jan. 27, 
28, 29, 1932. E. E. Lucas, secretary, Hutton Bldg., Spokane, 
Wash. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION Con- 
VENTION, Amarillo, Tex., April 18, 19, 20, 1932. C. L. 
Thompson, secretary, Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HarpwarE Asso- 
CIATION, INc., CoNVENTION, Philadelphia, Commercial Mu- 
seum, Philadelphia, Feb. 9, 10;- 11, 12, 1932. W. Glenn 
Pearse, managing director, Wesley Bldg., Philadelphia. 


South Daxota Retam Harpware ASSOCIATION CONVEN- 
TION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, man- 
ager-treasurer, 2344 Nicollet Ave., Minneapolis. 


SouTHERN CALIFORNIA Retatt HARDWARE ASSOCIATION 
CONVENTION, in conjunction with a Modern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16, 17, 18, 19, 20, 
1932. J. V. Guilfoyle, secretary, 230 Chamber of Commerce 
Bldg., Los Angeles. 


Dixce Harpware & IMPLEMENT CONVENTION AND Exposi- 
TION, to be held jointly by the Southeastern Retail Hardware 
& Implement Association, composed of Alabama, Florida, 
Georgia and Tennessee; Mississippi Retail Hardware and 
Implement Association and Arkansas Retail Hardware Asso 
ciation, Memphis, Tenn., April 26, 27, 28, 1932. Walter 
Harlan, secretary, Southeastern Association, 415 Palmer 
Bldg., Atlanta, Ga.; Guy Nason, secretary, Mississippi Asso- 
ciation, Starkville, and L. P. Biggs, secretary, Arkansas 
Association, 815 Southern Trust Bldg., Little Rock. 


Vircinta Retar. Harpware ASSOCIATION CONVENTION, 
Richmond, Feb. 23, 24, 25, 1932. Thos. B. Howell, secretary, 
602 Broad St., Richmond. 


Wisconsin Retam. Harpware AssociaATION CONVENTION 
AND Exuisition, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 1932. 
B. Christianson, secretary, Stevens Point. George W. Kornely, 
exhibit manager, 3374 North Green Bay Ave., Milwaukee. 
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THE FAMOUS HILL CHAMPION 





CLOTHES DRYERS 


More than a million satisfied users. 


A sturdy, neat looking dryer, with removable top, rust proof 
malleable iron castings. Selected wood attractively painted. Best 
cotton line. No unnecessary parts, easily erected, no cement 
needed. Wood or steel post. 

Three sizes to hold—100, 115 and 150 ft. of line. 


Other styles for lawns, balconies and roofs. 














Liberal Profit. 
HILL CLOTHES DRYER CO., 





Send for folder and prices. 


INC., 40 Central St., Worcester, Mass. | 
New York Distributors: HERMAN KORNAHRENS, Inc. 














SPEED UP 





SALES 


Allith 


ROLLING LADDERS 


like Allith hangers—are always on the 
track. They speed up sales by reducing 
the time needed for each sale. They are 
attractive, durable, roll quietly and run 
freely. Your post card will bring prices 
and information by first mail. 


ALLITH-PROUTY COMPANY 
DANVILLE, ILLINOIS 




























Sat 


The B&C Adjustable 
most exacting requirements of n 
fies them perfectly—sells readily 


real profit. Ask your Jobber. 


BEMIS & CALL CO 


Springfield Mass 


“S” Wrench meets the 


isties 





10torists—satis- 
and returns a 


a(S 


° MARK 














sell to a market only limited to 


NICHOLSON FILES 








THE NEW 
FAST SELLING 


PACKAGED NAILS 


No weighing—no loss in selling as 





the number of human hands. with bulk nails, 
get more 
Your jobber carries a com- HAILS i needed. Cle 
Se handle. The 


plete stock of Nicholson Files. 


NICHOLSON FILE COMPANY 
Providence, R.1., U.S. A. 








--A FILE FOR EVERY PURPOSE 









{NORTHWESTERN BARB WIRE CO. 35 tomers. 


Handsome display stand provided for dealer. 
assortment of 140-5 lb. cartons. 


For further informatign, write direct to 


sHOL SE over. 
vat NORTHWESTERN BARB WIRE CO. 
wesc am STERLING Since 1879 = ILLINOIS 


and better nails to the 


convenient way to 
handle nails for you and your cus- 


Holds 
Occupies small 
space—gets instant attention—creates rapid turn- 


your customers 


paper bags, or 
an and easy to 























SAMSON CORDAGE WORKS 


BOSTON, MASS. 


SASH CORD 


Wooster, Ohio j 
5 / S iS) 6 @ 8 Ge 2 1X SAC : Send ws........ t f 24-—10c. ‘ = 
SAMSON SPOT, PHOENIX and SACHEM brands packages at (31.44. per carton) total ag as 
cost of $.............. Mark your choice. 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’”’ 


OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 
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BRUSH CLEANER 
By WOOSTER 


New merchandising idea makes it easy 
to sell a better brush in the first 
place, and 10c. package of BRUSH 
CLEANER. Send for trial carton. 


THE WOOSTER BRUSH CO. 


( ) Ship C.0.D. 

( ) Bill through our jobber. 
TN Br eC sec nevc cer aveseeueeutrseess 
Ordered by 
Address 


Jobber’s Name 
—Trrtirtitrtitrtirtrtrtrirrtece teres ss 





(h-1-28-32) i 


NEW 
SELLING 
DISPLAY 
CARTON 
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CLASSIFIED ADVERTISING 
RATES 


‘Rei 
o * 


Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


BOXED DISPLAY RATES 


tei. ”» “Sales eocccccccc cece cOe00 





apply t 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Positions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 











Op 
Accounts Wanted” ond 
tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines.... 
Each additional line...........-. ~60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional line............+- -80 
Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


inch oe 
Each additional ‘inch, coccccccccccs 400 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
. .$3.00 Due to the special rate, these discounts do 
not apply on Position Wanted or Help 
Wanted Advertisements. - 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 


" “Sales Representa- 

















HELP WANTED 


BUSINESS OPPORTUNITIES 





SALESMEN to travel Brooklyn and Queens, and Westchester County 
for established wholesaler. Both territories are attractive to right men. 
Write or call. Address UNDERHILL CLINCH & COMPANY, 84 White 


Strect, New York City. 





POSITIONS WANTED 





YOUNG MAN, Married, 28 years old, having 12 years’ wide experience 
in Retail Hardware and Paints. Five years as branch manager of a 
chain of Prominent Hardware Stores on Long Island (12 in number). 
Thoroughly experienced in buying Hardware and Housefurnishings. Under- 
stands window dressing, store layout and sampling display boards, as well 
as modern methods of merchandising. Had own Hardware Store 2 years, 
forced to liquidate by depression. Desires permanent connection with 
growing, reliable concern in Long Island, New York City, New Jersey or 
Metropolitan district. Address Box J-644, care of Harpwars AGE, 
New York City. 


BUILDERS’ hardware man, thirty-nine years of age, single, wishes 
to make connection with reputable hardware concern or manufacturer. 
Fifteen years’ experience in the contract field, perfectly capable of read- 
ing plans and specifications and making up schedules and closing jobs. 
Capable of taking entire charge of a contract department, as well as to 
the retail line, as buyer and salesman. Best of references as to ability 
and character. Will locate anywhere at a moderate salary. Address 
Box J-635, care of Harpware Acre. New York City. 








RETAIL Hardware Man with twenty years’ experience in both retail 





MANUFACTURERS AND JOBBERS 


Your small order expense can be reduced by our service cover- 
ing Cleveland and surrounding territo Facilities are avail- 
able for receiving goods in bulk, repac ing in small quantities 
and delivering to customer. Also can provide space to carry 
your stock subject to your orders. 


Address Box J-646, care Hardware Age, New York City 














FOR SALE—Old established Hardware, Paints and_ Sporting Goods 
business in a Massachusetts city of 55,000. Stock and fixtures inventory 
about $30,000. Modern store located centrally on principal business street. 
Owner wishes to retire. Fine opportunity for an active hardware man. 
Terms arranged. Address Box J-627, care of Harpware Acz, New York 


City. 





SALES REPRESENTATIVES WANTED 


ESTABLISHED LOCK MANUFACTURER desires representation by 
well established manufacturers’ agent in states of North and South Caro- 
lina, Georgia, Tennessee and Alabama. Mention present lines handled, 
territory worked, etc. Address Box J-643, care of HARDWARE AcE, 
New York City. 








and wholesale hardware business spu:ting goods, paint and 
supplies. Forty nage of age, sober and industrious. Capable of taking 
charge and handling men. Can furnish first class references. Free to 
go anywhere. Middle West or South preferred. Address Box J-603, 
care of Harpware AGe, New York City. 


RETAIL HARDWARE SALESMAN, 25 years of age with 8 years’ 
experience in Mechanics Tools, Shelf and Builders’ Hardware, also House 
furnishings. Good selling ability. Understands Locksmithing and Electric 
Repairs. Mechanically inclined. Metropolitan District Preferred. Will 
consider also wholesale selling. Address Box J-639, care of HARDWARE 
Ace, New York City. 


CREDITS, COLLECTIONS, ACCOUNTANCY. Man with 25 years’ 
experience in wholesale hardware seeks position. Experienced travelling 
investigator and capable of taking charge of any business requiring credit 
eng ay First class references. Western States preferred. Address 

Box J-642, care of HARDWARE AGE, New York City. 











POSITION WANTED. Manufacturers Representative— desires con- 
nection. A high grade merchandiser with ten years’ experience throughout 
the southern and eastern states. Successful record. Age 37, married, 
home Norfolk, Va. Invite reply for personal interview. Address Box 
J-641, care of HARDWARE AGE, New York City. 





WANTED—Position as purchasing agent, superintendent or salesman 
with manufacturer or jobber by man with 31 years of experience with 
lawn mower manufacturer and allied industries. Married, can furnish 
best_of references as to character and ability. Address Box J-634, care 
of Harpware Ace, New York City. 





WE. REQUIRE several additional manufacturers’ representatives with 
following among retail hardware dealers to sell our superior line of 
lawn sprinklers and accessories. 15% commission and exclusive territory. 
Give full details in first letter. Address Box J-640, care of HARDWARE 
Ace, New York Cit 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 





SALES ACCOUNTS- WANTED 


OLD ESTABLISHED Hlardware Manufacturers wish additional lines 
for their representatives to sell on straight commission basis. Address 
Box J-645, care of HARDWARE AGE, New York City. 














MAN with 18 years sales experience in New York Metropolitan district 
with following among Builders and Contractors seeks position as sales- 
man for manufacturer catering to building trades. References regarding 
character, ability, etc., can be furnished. Address Box J-638, care of 
Harpware AcE, New York City. 








HARDWARE MAN, experienced both retail and wholesale, age 29, 
married, one child. Business School graduate, 4 years with large whole- 
sale and retail hardware house. 10 years manager and buyer for large 
retail store. Excellent references. Address Box J-636, care of HARDWARE 
Ace, New York City. 





SALESMAN, age 36, married, technical school graduate. Five years 
selling high- grade line of tools and cutlery. Four years in wholesale and 
retail hardware business. Willing to accept traveling position or one 
mares Address Box J-637, care of HARrpwarE AcE, New York 

ity. 

MARRIED MAN, 28 years old, desires position as clerk in retail hard- 
ware store; thoroughly experienced in general. hardware and stove lines. Can 
furnish best of references. Pennsylvania location preferred, not afraid 
of work. Address Box J-633, care of Harpware Ace, New York City. 
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Make Your Wants Known 


If it’s Hardware you have for sale or want 
to buy—make your wants known in Harp- 
wake AGE, the “News-business” paper of hard- 
ware retailers and wholesalers all over the 
United States. 


Harpware AGE will bring buyer and seller to- 
gether at minimum cost. 











HARDWARE AGE 





























INDEX TO ADVERTISERS 

















THE ADVERTISERS INDEX is 


published as ~ a and not as a part of the advertising contract. 


Every 


No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 
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HOTEL LINCOLN 


44th-45th Streets—8th Avenue 
NEW YORK 










1400 ROOMS 
Baths 
Radios 
Servidors 


THEN A 


Spacious 
Sample 
Rooms 


ROY MOULTON, Mor. 


FIRST A VISITOR 


AND BOOSTER 








Single 
$3.00—$3.50—$4.00 
Double 
$4.00—$5.00 —$6.00 








Luxurious 
Suites 






























TO SELL MORE 


BOTTLE CAPS 
> oo 


Branch stocks in all the 
larger cities. Prompt and courteous 
service everywhere. 


@ BIGGEST VALUE 


The world’s standard. 
Maximum sealing efficiency at low 
cost, uniform quality, full count. 


@ GREATER PROFITS 


No complaints, no losses, 
more repeat business. More people 
buy these caps than any other kin 




















Indented Cap 
sXe). 4S Kee): 


WORLD'S LARGEST 
MAKERS 












Pressure Sealing 
/ 


OF BOTTLE 
CAPS 
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spread 
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for 
plaid 
and 
saw 


WR ESS 


Popularity 
Insures 


Hack Saw Profits! 


“ 


strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
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The Wolves of Lenox— 


How their name spread the width 
and breadth of land. In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
foam before that super strength, speed 

“and clean cutting teeth—when 
— wolves of Lenox were on the 
job 
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That 


Greater 










arity that has . 
to every corner 
land—a demand 
the tools in the 
box’ —from shops 
men to whom hack 
blades of super- 



















its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 


Mfg. Co. 
Springfield Mass. 
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SERRE OM ORT RTT 


HARDWARE AGE 














What a Line-up for a Cleanup 


ON’T WAIT a minute. Everedy’s 1932 prop- 

osition is a real profit maker. So write for the 
new trade price list and complete descriptive litera- 
ture now.@ Just look at that lineup of cappers—many 
of them with new features, new improvements, that 
make them more attractive than ever. Then 
look at those retail prices. Cappers to suit 
every preference. Prices to suit every purse. 
And the trade prices are such that you get a 
good, healthy profit on 
every sale. @ You'll par- 


ticularly want full infor- 





SYPHON 
FILTER $1 





Everedy Products are Sold by Leading Jobbers Everywhere 
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mation on the new Gear — 
Top Special, No. 150. 

What a capper it is! Made with a 
new inde tructible U- Beam steel 
post. And what a value! It’s priced 
to retail at $1.29. You know there 


THHE VE REDY co. 


FREDERICK #¢ MARYLAND 





are big sales ahead for this one. ~~ 
@ Don’t overlook, either, the prof- 
its that await you on the improved 
Everedy Syphon Filter, which 
syphons and filters in one quick, 





easy operation. On the ak 
Everedy Strainer Set, for i 
straining and filtering fruit 
juice beverages, etc. On pe 407 
the Everedy High Speed 
Sugar Meter, which puts an end to slow, 
troublesome hand measuring. @ Backed by 
$4 Everedy advertising, by Everedy display ma- 
terial and other selling helps Everedy gives 
you, you can do a whale of business on the Everedy 
line in 1932. @ Don’t let competitors get the jump. 


Get behind this improved line. Write us for full in- 
formation on our 1932 proposition—NOW. 





Prices slightly higher in Far West and Canada 
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Screen Doors—Window Screens 


SAVE MONEY 


Use Distribution Cars! 


AareEssIvE Retail Dealers should readily see the 
advantage of placing their orders for CONTINENTAL 
Screen Goods with Jobbers now for shipment in Conti- 
nental Distribution Cars. 

Distribution Cars will commence moving soon in order to get 


Screen Goods to all Retail Dealers in plenty of time for the Screen 
Season. 


We ask that you send your specifications promptly for Screen 
Doors and Window Screens, so that we may know just what goods 
to manufacture—and thus, by co-operation, give you good service. 


We Will Close Distribution Cars February 29th 


SCREEN DOORS—WINDOW SCREENS 


Combination Screen and Storm Doors 
Knocked Down Window Screen Frames 


Continental Screen Company, Detroit, Mich. 
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